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ABSTRACT 
In recent years the use of application-based taxicabs has intensified. With it has come deviant 
impression management behaviours from drivers, riders, and app-based taxicab 
organisations. At an organisational level, policies are devised and implemented that 
contradict the preferred image managed by the organisation and also encourage unfavourable 
behaviour from drivers and riders. The strategies, motives, and targets of these behaviours 
were investigated. A qualitative survey design and thematic analysis were instrumental in 
meeting these objectives. Interviews were conducted with 14 app-based taxicab drivers. 
Drivers were found to Render Deviant Favours, Lie, and Politely Request Higher Ratings 
from their Riders. Riders were found to behave Rudely and Lie to their drivers. Organisations 
were found to construct policies that were Contradictory, that Privileged Riders over Drivers, 
and that Instilled Fear in Drivers. Organisations were motivated by profit maximisation, a 
customer orientation, and shifting risk to drivers. The contribution of the study will be to 
highlight the pressure that drivers in the app-based taxicab industry face, not only from 
metered taxicab competitors, but also from deviant customers and organisations, with the aim 
of mitigating these behaviours and their consequences. The customer-orientation stance 
adopted by app-based taxicab organisations, where “customer is king”, facilitates customer 
deviance, distorts organisational policies and practices, and perturbs drivers; highlighting that 
such a means of orientating the business is detrimental to a number of elements within app-
based taxicab organisations and management must make changes to eradicate this 
perspective. 
 
Keywords: Impression management, deviant workplace behaviour, deviant impression 
management, taxicab, app-based taxicab industry, drivers, South Africa 
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CHAPTER I: INTRODUCTION 
1.1. Background 
The taxicab industry in South Africa is a robust one, where riders1, depending on the 
socio-economic conditions, have a choice among traditional minibus, metered, and most 
recently, application (app)-based taxicabs. The introduction of the latter has brought with it 
its own unique set of complexities. Chief among these are the requisite two-way rider–driver 
ratings, a quick way for riders to lay complaints and compliments, and a means to compel 
drivers to behave in a manner that will optimise rider satisfaction and ratings (Ravanelle, 
2017a; Rosenblat & Stark, 2016). For the drivers in the app-based taxicab line of work, the 
ability to continue driving for their companies is directly dependent on how well they can 
keep satisfaction and ratings high (Chan & Humphreys, 2018; Ravanelle, 2017b). This can be 
a challenging task and requires the driver to employ a great deal of impression management 
(Ravanelle, 2017a). 
Shapshak (2015) succinctly sums up the differences that customers perceive between 
metered taxis and Uber (specifically). Firstly, he points out the need for the taxi industry in 
South Africa to move with the times and improve. Secondly, he outlines how metered taxis 
are expensive, should one wish to travel in a decent vehicle; some other vehicles are known 
to be dirty and carry offensive odours. Thirdly, the time it would take for a metered taxi to 
arrive after calling for one, can be excessive. Fourthly, there is always the possibility that a 
situation can arise where a customer would be asked to pay more than expected, due to 
drivers’ claiming that their meters are broken and then wanting to make a deal with the 
customer. The customer loses in these situations. Finally, there is always the potential that 
                                                 
1 The terms rider/s, passenger/s, customer/s, and client/s are used interchangeably throughout 
this paper. 
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metered taxis can break down, and therefore are perceived to be unreliable. Shapshak (2015) 
then describes Uber, specifically, as being reliable in its arriving on time to collect a 
passenger; reasonably priced, with set standards surrounding fees (less striking of deals that 
can upset passengers); having immaculate vehicles; providing a guarantee that the driver is 
skilled and competent; and a reputation for safety.  
Taxify is another player in this industry. Taxify is a newer app-based taxicab service 
that, like Uber, operates internationally. Taxify appears to be cheaper even than Uber but 
distinguishes itself from Uber by partnering with drivers and stakeholders from a South 
African company called Revnetek SA, which has a 100% black stake in the business and 
experience in the taxi industry (eNews Channel Africa, 2016). Taxify also does not require 
that a customer has a credit card in order to register on the app, which Uber requires. From 
this brief background of the South African app-based taxicab industry, it is possible to get a 
sense of what customers look for in a taxicab service: (1) safety, (2) affordability, (3) the 
opportunity for recourse should anything go awry, (4) a technology-based2 ride-hailing3 
option, and (5) drivers who have been trained and screened beforehand, and who will create 
and maintain a positive experience and impression throughout the ride. Drivers may try then 
to meet these rider expectations by working to ensure they impress their riders. Making an 
impression is a common behaviour in social interactions and is theorised as impression 
management. 
Impression management is a mechanism that helps us ensure that, during our social 
interactions, others perceive us in a favourable way, thus going a long way to ensure our 
likeability and the likelihood that we will be accepted socially. Individuals partaking in 
                                                 
2 The terms app-based and technology-based are used interchangeably throughout this paper. 
3 The terms taxicab, e-hailing, ride-hailing, and ride-sharing (services/industry) are used 
interchangeably throughout this paper. 
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everyday social interactions, including those within the organisational setting, are required to 
play certain roles and act in acceptable ways (Bozeman & Kacmar, 1997; Grayson & 
Shulman, 2000; Rosenfeld, Giacalone, & Riordan, 1995). The use of impression management 
ensures the smooth running of social interactions, enabling us to know which actions are 
required of us and in turn to determine the actions that others will engage in (Koslowsky & 
Pindek, 2011). 
Impression management is a field of study originating in social psychology that has 
found much traction in organisational settings (Bozeman & Kacmar, 1997; Gardner & 
Martinko, 1988). Impression management is the process of exhibiting specific behaviours4 
that ensure that a favourable image of oneself is created or perpetuated in the eyes of others 
(Bolino, Kacmar, Turnley, & Gilstrap, 2008). Bolino and Turnley (2003) and Cole and 
Rozell (2011) echo the view of impression management as a mechanism to achieve the goal 
of creating, maintaining, or impressing upon others, a positive perception of oneself. More 
generally, impression management is the process of employing certain behaviours that have 
the effect of changing the way others perceive the actor (Bozeman & Kacmar, 1997).  
The attempt to manage impressions can occur in a conscious (strategic) or 
unconscious way (Bozeman & Kacmar, 1997; Cole & Rozell, 2011; Gardner & Martinko, 
1988; Rosenfeld et al., 1995). The unconscious forms of impression management are the 
behaviours one engages in without being aware of them, often because they are part of our 
script for behaviour and are so rehearsed that they become second nature (Gardner & 
Martinko, 1988; Rosenfeld et al., 1995). Some examples in the workplace of unconscious 
impression management are: (1) being respectful of those in higher power positions than 
oneself; (2) refraining from showing when we are upset with our supervisor; and (3) non-
                                                 
4 The terms strategies and behaviours have been used interchangeably in the current research. 
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verbal behaviours, such as pulling a face when we do not attain the promotion we were 
hoping for, or smiling when we do (Rosenfeld et al., 1995). The conscious impression 
management strategies that we engage in at work are the behaviours that we devote time to; 
we practice them and actively think of the consequences that they bring about (Gardner & 
Martinko, 1988; Rosenfeld et al., 1995).  
Impression management has gained traction in the scholarship on organisations, in 
part due to its impact on organisational effectiveness (Bozeman & Kacmar, 1997) and 
communication (Barsness, Diekmann, & Seidel, 2005; Rosenfeld et al., 1995). Impression 
management is inherently suited to the organisational context as individuals (employees) 
make attempts to ensure that they are perceived positively in the work environment in terms 
of their competencies and interactions with others, thus leading to their use of impression 
management behaviours (Barsness et al., 2005). Not only is impression management a 
mechanism that helps organisational members achieve goals in the organisation as well as in 
social settings (which include organisations), but also as a mechanism to ensure their 
likability and acceptance from others in the organisation (Rosenfeld et al., 1995).  
There is a dyadic dimension to impression management, whereby there are an actor 
and a target audience, to whom the performance of impression management tactics is 
directed (Bolino et al., 2008; Bozeman & Kacmar, 1997). In light of the above, research has 
focused on aspects such as interviews, performance appraisals (Bolino et al., 2008; Bozeman 
& Kacmar, 1997), and leader–member exchange (Bozeman & Kacmar, 1997). Impression 
management has moved from the sphere of social psychology towards the field of human 
resource management, where it has been successfully applied (Koslowsky & Pindek, 2011). 
Examples of driver impression management in the organisational setting, specifically the 
app-based taxi cab industry, could include, to name a few: smiling at riders, loading and 
offloading their luggage, and tuning into the rider’s preferred radio station. Impression 
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management is common between organisational members and their customers (Provis, 2010). 
In fact, impression management can be seen as an inevitable part of organisational 
interactions (Rosenfeld et al., 1995). Through studying impression management in 
organisations, we are better able to understand organisations as a whole. Organisational 
setting has a bearing on the behaviours that may be engaged in when managing impressions, 
as it shapes what may be acceptable and congruent behaviours and images portrayed. 
Organisational setting elements such as policies outlining accepted and encouraged 
behaviours may also shape impression management behaviour however there is potential for 
deviant workplace behaviour to be engaged in. Deviant workplace behaviour are those 
actions and behaviours which employees or groups of employees voluntarily engage in that 
contradict the espoused norms and policies of the organisation within which they occur. 
Perhaps there is even potential for employees to manage impressions despite the flouting of 
organisational policies or through the flouting of organisational policies. 
Deviant workplace behaviour causes harm to the organisation and its members 
(Appelbaum, Iaconi, & Matousek, 2007; Omotayo, Olubusayo, Olalekan, & Adeniko, 2015; 
Robinson & Bennett, 1995). Robinson and Bennett (1995) classify deviant workplace 
behaviour into a number of categories, according to their severity. Organisational and 
interpersonal deviance may be either minor or severe in nature. Severe organisational 
deviance known as property deviance is characterised by behaviours such as damage to or 
theft of organisational property or equipment, or incidences of actors behaving in ways that 
benefit themselves and that allow for their personal financial gain. Minor organisational 
deviance, referred to as production deviance, alludes to behaviours such as taking extended 
work breaks beyond what is expected, slowing one’s pace of work, or engaging in deception. 
Serious interpersonal deviance, often noted as personal aggression, includes behaviours such 
as abuse, sexual harassment, aggression, and theft from other members in the organisation. 
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Minor interpersonal deviance, also labelled political deviance, is characterised by behaviours 
like engaging in gossip, showing preference for certain customers or employees, and 
engaging in competition that is detrimental to the organisation and others (Omotayo et al., 
2015; Robinson & Bennett, 1995).  
The organisation has a central interest in deviant workplace behaviour, as it is the 
setting within which the behaviour manifests (Peterson, 2002). It is imperative for an 
organisation to understand the aspects within the organisation that contribute to the 
manifestation of deviant workplace behaviour (Peterson, 2002). Any organisational factors in 
particular that contribute to bringing about deviant workplace behaviour need to be 
investigated so that strategies may be put in place to counteract deviant workplace behaviour 
(Peterson, 2002).  
Drivers in the app-based taxicab industry may engage in deviant workplace behaviour 
in order to ensure that customers are satisfied with the quality of the service they offer. 
Examples of deviant behaviour that drivers in the taxicab industry could engage in are: 
(1) speeding, (2) driving through red traffic lights, (3) pushing into queues for turning, and 
(4) offering trips to customers that circumvent the use of the meter or “app”. It appears that 
some of these behaviours are deviant on the part of the driver, but it is possible that 
passengers may encourage these behaviours for a number of reasons.  
1.2. Problem statement 
Scholarship available in South Africa on impression management in itself is both new 
and limited. Mtshelwane, Brink, and Nel (2016) explored impression management in an 
organisational setting from the perspective of the Zulu culture. Karam, Sekaja, and 
Geldenhuys (2016) conducted a study to validate the Bolino and Turnley’s Impression 
Management Scale in the South African context and found that it is a valid predictor of 
impression management behaviour, based on their sample of university students in Gauteng. 
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Ameer McGowan (2016) investigated impression management strategies used by industrial 
psychologists in their internship year, and Samuel (2016) studied impression management in 
the education sector – specifically the use of impression management strategies by educators.  
More attention has been paid to research into deviant workplace behaviour in the 
South African context. In their quantitative research into the relationship between 
organisational support and deviant workplace behaviour, Dhurup, Radebe, and Surujlal 
(2015) found that greater organisational support is found to reduce incidences of deviant 
workplace behaviour. In fact, it is more likely that organisational citizenship behaviour will 
result. Similarly, Setar, Buitendach, and Kanengoni (2015), in their quantitative research into 
psychological capital and workplace incivility, which is conceptualised as a minor form of 
deviant workplace behaviour, found that greater measurements of psychological capital 
coincide with a reduced likelihood of incivility in the workplace. Smidt, De Beer, Brink, and 
Leiter (2016) confirmed the validity and reliability of the workplace incivility scale in the 
South African context. Finally, Smidt (2017) published an article in HR Future to draw 
attention to workplace incivility, a mild form of deviant behaviour that violates organisational 
norms. Deviant workplace behaviour literature could benefit from expansion in the South 
African context. 
There is a particular dearth of research that combines impression management with 
deviant behaviour in the workplace, both internationally and locally. Bolino et al. (2008) 
suggest that future research should focus on tactics within impression management theory 
that have received scant attention, of which deviant workplace behaviour would be one. As 
such, the current study aims to investigate deviant impression management strategies.  
There is also a gap in the literature in terms of the chosen sample for the current 
research—app-based taxicab drivers. There is some scholarship, although minimal, on 
minibus taxi drivers but even so, it is not related to deviant impression management 
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behaviour in the workplace. A study conducted by Mahembe and Samuel (2016) investigated 
minibus taxi driver behaviour and uncovered the role played by personality and fatalistic 
beliefs. It was found that minibus taxi drivers do not link their actions whilst driving to the 
possibility of being involved in fatal road accidents. Rather, minibus taxi drivers believe that 
fatal accidents are a predetermined part of one’s destiny and thus out of the control of any 
individual. Potgieter, Strebel, Shefer, and Wagner (2012) also investigated a sample of 
minibus taxi drivers in the South African context and found a transactional relationship that 
exists between male minibus taxi drivers and young girls who travel in the taxi with the 
drivers. These young girls, known as taxi queens, receive money and gifts in this 
transactional relationship. Lastly, of interest is the work of Peltzer (2003), who investigated 
traumatic events experienced by minibus taxi drivers and their passengers and found that both 
passengers and taxi drivers experienced high rates of traumatic events when compared to 
university students and an American sample. It is an interesting piece of research because 
experiences of both drivers and passengers are investigated.  
From this survey of research in the South African context on the taxicab industry, it is 
clear that when it comes to taxis, the focus has been on the minibus taxi industry as opposed 
to the metered and app-based taxi industries. The current study seeks to expand the focus of 
the literature in the South African context to include app-based taxicab service providers in 
order to move away from solely focusing on minibus taxis and to focus attention on newer, 
disruptive organisations.  
Gardner and Martinko (1988) highlight that past scholarship on impression 
management determined that the motivation behind the use of impression management was 
and is still commonly thought to be motivated by a desire to have others view one in a 
positive light (Bolino et al., 2008; Bolino & Turnley, 2003; Cole & Rozell, 2011). It is 
important to note that Jones and Pittman (1982) found that other motivations may be in place. 
  9 
Gardner and Martinko (1988) highlight these alternative motivations outlined by Jones and 
Pittman (1982) as they summarise that “actors are also frequently motivated to have others 
view them as competent, morally worthy, dangerous, or pitiful” (p. 329). This emphasis can 
aid in thinking about impression management as it relates to deviant workplace behaviour 
(referred to as deviant impression management in the current research). If the motivations 
behind the use of impression management may be linked to deviant workplace behaviour, it 
may be possible to gain insight into organisational aspects that promote deviant impression 
management behaviour. The use of deviant workplace behaviour could theoretically still lead 
to others’ viewing the person behaving in a deviant fashion in the organisation in a positive 
and preferred way. The current study aims to link impression management and deviant 
workplace behaviour in order to highlight how deviant workplace behaviour may be engaged 
in to create a preferred impression (manage impressions), specifically with riders. The 
combination of these two constructs has never been investigated. 
Browning (2008) proposes that deviant workplace behaviour can be detrimental to the 
organisation as it can negatively affect the way that customers perceive the service for which 
they are paying (Browning, 2008). Lowered customer satisfaction can lead to a loss in 
satisfaction with the service and reduced likelihood that customers will pay for the service in 
future (Browning, 2008; Kantsperger & Kunz, 2010; Webber, Payne, & Taylor, 2012). 
Customers in the app-based taxicab industry have the power to rate the driver and their 
service, and too many negative ratings could sever the profile that the driver has with an 
organisation. Such a risk of termination of their employment or source of income is enough 
to make drivers comply with passenger instructions. It follows that, if drivers engage in 
deviant workplace behaviour during a trip, customers would be dissatisfied and disgruntled; 
however, it may not necessarily be the case if deviant workplace behaviour may be used to 
manage impressions. Furthermore, it has been found that customers themselves can behave in 
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a deviant manner and may behave in ways that promote deviant workplace behaviour in 
organisations (Browning, 2008; Reynolds & Harris, 2006).  
In the literature on deviant workplace behaviour, the costs associated have always 
been stressed. The organisation experiences a number of costs but employees experience 
psychological harm (Appelbaum et al., 2007; Browning, 2008; Reynolds & Harris, 2006; 
Robinson & Greenberg, 1998). Organisations are inclined to desire a reduction in these costs 
by managing workplace deviant behaviour. If it is the case that drivers are engaging in 
deviant workplace behaviour at the request of passengers, then the organisation has double 
the concern over the cost of deviant workplace behaviour, as the uniting of both deviant 
customers and deviant drivers could be even more taxing to the bottom line of the app-based 
taxicab organisations. It is in the best interest of the organisations, to safeguard their 
reputations, their finances, and the well-being of society and employees, to understand what 
is fundamentally motivating and encouraging deviant workplace behaviour, be it 
organisational factors, rider factors, or driver factors. The current research will address this 
concern. 
1.3. Research Objectives 
The app-based taxicab industry is a context that is characteristic of the disruptive 
organisational model. It is pertinent that disruptive organisations are understood, as they are 
customer-focused, technology-based, perplexing to governments, and asset-free, instead 
relying on partners (in the current case, drivers and owner-partners) to provide the assets 
(cars and drivers) and use the technology provided by the organisation at a cost. The 
motivations around the possible use of deviant workplace behaviour to manage impressions 
are under investigation and there is potential to uncover what those behaviours are, which 
propels the current research and shapes its objectives. There are opportunities through the 
current research to determine the driver, rider, and organisational factors that foster deviant 
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workplace behaviour as a potential form of impression management. It is through the current 
research that the following objectives may be met: 
• to determine the deviant impression management behaviours engaged in by 
players in that industry; 
• to determine the goals of the aforementioned behaviours; and 
• to ascertain the target of these behaviours. 
1.4. Research Design 
 Qualitative research offers a multitude of ways of conducting research that allow for 
in-depth inquiry into the everyday lives of participants on a variety of topics (Yin, 2016). 
Qualitative research allows for meaning to be interpreted comprehensively from the 
naturalistic study of people and research settings (Creswell & Poth, 2018). Designing a 
qualitative research study such as this required the careful combining of research strategy, 
method, philosophical underpinnings and theoretical framework (Crotty, 1998) to inquire into 
the manifestation of the combining of impression management and deviant workplace 
behaviour within the context of the app-based taxicab industry. The research strategy of a 
qualitative survey was a simple method to gain insight into the multiple realities experienced 
by drivers and for me, as the researcher, to interpret (Jansen, 2010). Ensuring the possibility 
of understanding such multiplicities in reality was made possible through the adoption of the 
constructivist ontology and epistemology (Braun & Clarke, 2006; Leavy, 2014; Schwandt, 
1994). Qualitative research allows for the voice of the participants to be presented (Creswell 
& Poth, 2018); to achieve this within the app-based taxicab industry, purposive sampling of 
14 drivers was enacted (Fossey, Harvey, McDermott, & Davidson, 2002; Terre Blanche, 
Durrheim, & Painter, 2006). Careful interviewing was required in order to elicit discussion of 
deviant workplace behaviour from participants, assisted by a pilot study to evaluate the 
effectiveness of the interview schedule for this purpose, thus shaping the semi-structured 
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interview form utilised in the current research (Erikson & Kovalainen, 2011). Quality of 
qualitative research requires negotiation of the quality assurance criteria present in the 
paradigm, from which the criteria of confirmability, transferability, dependability, credibility, 
and authenticity were explored and processes were put in place to attend to these (Seale, 
2002). Ethical procedures such as informed consent, confidentiality, and the systematised 
process of interviewing participants were considered throughout the research process on a 
recurring basis (Terre Blanche et al., 2006). Particular to the context was the ethical 
consideration of approaching drivers in person, as opposed to utilising the app to find 
participants, which would compromise drivers’ activity scores as well as their time and 
earning potential, and was deemed through this study to be a compromise on ethics and thus 
avoided.  
1.5. Structure of the Manuscript 
Chapter I of the study introduced the theories of impression management and deviant 
workplace behaviour. The chapter shaped the understanding of their potential to combine in a 
meaningful manner, by stating their definitions, and the potential for growing research in the 
South African context – both regarding their individual study and also by making a case for 
their combined study. The contextual industry under investigation, that of the app-based 
taxicab industry in South Africa, was also introduced, along with the landscape of the wider 
taxi industry. The research design for the study was briefly outlined. In Chapter II the 
literature surrounding impression management and deviant workplace behaviour will be 
showcased in full. Greater depth of understanding of the context of the app-based taxicab 
industry on the South African context will be demonstrated for the reader to gain a full 
understanding in order to frame the research within the industry under investigation. In 
particular, the industry may be situated within the broader reference of service work, in order 
to ensure that research into impression management and deviant workplace behaviour may be 
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best reviewed through the literature. Literature is reviewed for the sake of determining the 
potential for the meaningful combination of impression management and deviant workplace 
behaviour. Furthermore, through reviewing the literature on multiple fronts allows for the 
theoretical framework to merge with the context of the app-based taxicab industry.  
Chapter III moves towards explicating the research design undertaken. The chapter 
outlines aspects of research method, the philosophical stance adopted, the data collection and 
sampling processes followed, as well as the process of analysis. Chapter IV contains the 
findings of the study and allows for the data to be analysed. Themes are organised for 
analysis, according to categories of Driver, Rider, and Organisation, supported by the 
interweaving and analysis of quotations taken from drivers in the app-based taxicab industry, 
who constituted the participants of the study. Chapter V will follow on from this as a means 
of interpreting the findings through the support or divergence of applicable literature. The 
final chapter, Chapter VI, offers a synopsis of the study, along with the theoretical, practical 
and methodological contributions. Limitations and recommendations are followed by 
managerial implications to close the study. 
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CHAPTER II: REVIEW OF LITERATURE 
2.1. Introduction 
Chapter II offers an opportunity to review the literature that is crucial for 
understanding impression management and deviant workplace behaviour, both independently 
and as theories that are amenable to meaningful combination. Literature within the taxi 
industry of South Africa will generate an understanding of the different role players, 
organisations and options that exist to clients. A stronger focus will be placed on the app-
based taxicab industry players, where scant literature exists, as a means to showcase the 
importance of delving into investigations of this aspect of the taxicab industry. The industry 
is also linked to literature in the service industry, in order to determine normative behaviours 
that may be violated through deviant workplace behaviour and the potential role of 
impression management in such instances.  
2.2. Impression Management 
 Human beings are socialised to present themselves in a likable way to others in 
society, be it in a social capacity, in the educational context, or in the work context. 
Impression management is the label given to this act of presenting a favourable image of 
oneself to others (Bolino et al., 2008; Bolino & Turnley, 2003; Cole & Rozell, 2011).  
In the organisational context there is a large body of work that examines impression 
management in job interviews, performance appraisals, career success, feedback, 
organisational citizenship behaviour, leadership, and management (Bolino et al., 2008). 
  Bolino and Turnley (2003) explored the use of impression management by studying 
how strategies are used in combination with each other. Barsness et al. (2005) studied the 
prevalence of supervisor-focused impression management and job-focused impression 
management in an internet commerce firm, where organisational members are engaged in 
remote work that separates them geographically from their supervisors on a day-to-day basis. 
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The findings suggest that there is a greater engagement in impression management 
behaviours, both supervisor- and job-focused, for those who are working remotely from their 
organisation (Barsness et al. 2005).  
Gardner and Martinko (1988) focus on two main types of impression management 
that actors engage in. The first of these is self-presentation, which was determined to be the 
most commonly used type of impression management, referring to the ways in which actors 
control the information that they offer to the audience. Self-presentation occurs in direct 
interactions between actors and audiences and is made up of three subtypes of behaviour that 
are notable. Firstly, verbal self-presentations by actors include (a) conversational 
advancement of information about themselves (self-descriptions); (b) discussions about the 
organisation in which they are employed as they are associated with the actor’s image 
(organisation description); (c) in conversation, aligning their opinions with those of the 
audience (opinion conformity); (d) seeking to minimise the audience’s perceived severity of 
difficulties that arise by absolving themselves of involvement in bringing about the 
difficulties, or advancing alternative explanations for causes of the difficulty that deflect the 
blame away from the actor (accounts); (e) if unwanted situations arise, taking pains to 
apologise in order to be absolved by the audience (apologies); (f) claiming any positive 
situations or desirable outcomes that arise to be their own doing (acclaiming); (g) taking steps 
to be of service to the audience (rendering favours); and (h) taking the time to admire the 
audience by noting their admirable qualities (other enhancements). Secondly, non-verbal 
behaviours include the way the actor’s body moves or is positioned in terms of gestures, 
facial expressions, and distance placed between the audience’s body and actor’s body; as well 
as the way the voice is made to sound. Lastly, artifactual displays include the way a person is 
physically presented and turned out and the objects in the immediate environment that 
convey a preferred image.  
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The second type of impression management, alternative impression management 
tactics, refers to the way that an actor may manage his or her impression without engaging 
directly with the audience and instead uses alternative channels to create a positive image for 
the audience. The actor may organise for another person who is not the audience to praise the 
audience on the actor’s behalf, or for the other person to speak positively of the actor to the 
audience. This type of impression management is effective in that it is not necessarily 
traceable back to the actor (Gardner & Martinko, 1988).  
Impression management behaviours can be further differentiated according to the 
following dimensions: purposive versus non-purposive behaviours; authenticity versus 
positiveness; assertive versus defensive impression management; and individual versus team 
performances (Gardener & Martinko, 1988). Firstly, purposive impression management is the 
strategic and conscious use of impression management to ensure that one is viewed in a 
positive light. Non-purposive impression management refers to the inadvertent use of 
impression management without conscious or premeditated motives. Authenticity describes 
the degree to which the image being portrayed by the actor through the use of impression 
management is congruent with the self-concept held by the actor. Positiveness refers to the 
degree to which the impression being made is a positive one. It has been found that 
instructions to make oneself agreeable to another person results in presenting a positive 
image, as opposed to those instructed to present themselves authentically. Assertive 
impression management refers to the way in which an actor attempts to create a more 
favourable image for himself or herself, as opposed to the protection of a person’s self-image 
that defensive impression management allows for. Lastly, individual performances are 
possible and team performances are more common in organisations (Gardner & Martinko, 
1988). 
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2.3. Impression Management and Normative Behaviour in the Service Encounter 
Providing a service creates normative expectations that service personnel must meet. 
Service personnel are the contact point between customers and the organisation, and the 
experience that customers have in the service encounter is thought to affect their satisfaction 
with the organisation as a whole and the longevity of customers’ relationship with the 
organisation (Browning, 2008; Kantsperger & Kunz, 2010; Webber et al., 2012). In the 
service encounter, the service provider and the customer perform roles that suit the situation 
and service personnel are expected to behave in service-related ways. Service-based norms of 
behaviour prescribe that service personnel should “smile” at customers, no matter their true 
internal feelings. Behaviours related to the service encounter manifest in conscious and 
unconscious signs and communication (Browning, 2008). Portraying an emotional 
appearance that is incongruent with the service-provider’s true feelings is referred to as 
emotional labour (Grayson & Shulman, 2000). Such expectations can put undue pressure on 
service personnel, which may result in deviant behaviour that is targeted at customers 
(Browning, 2008).  
Pressures of performing normatively in the service encounter as a service provider 
can come about as a result of organisations’ emphasising the importance of pleasing the 
customer (Reynolds & Harris, 2006). There are consequences of creating this type of 
environment for service personnel, including a lowered sense of moral values in service 
personnel (Reynolds & Harris, 2006).  
Service personnel struggle to maintain the normative behaviour expected of them 
when customers are always seen as “being right” (Browning, 2008). Such extreme pressure 
on service personnel to behave normatively can cause stress, burnout, and anger (Browning, 
2008). Normative behaviour can also be related to management of impressions. Normative 
displays, particularly in the service encounter, are related to ensuring that customers take a 
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liking to the person managing impressions (the service provider) and it is imperative that 
customers like the service personnel as they represent the organisation (Browning, 2008; 
Kantsperger & Kunz, 2010; Webber et al., 2012). The social nature of the service encounter 
marries seamlessly with the concept of impression management (Browning, 2008).  
2.4. Normative Behaviours in the App-Based Taxicab Industry  
Norms that an organisation in the app-based taxicab industry could sanction may 
align with societal rules and laws of driving on public roads. Normative and promoted 
behaviours of the organisation would thus be aspects such as obeying the speed limit, 
adhering to the rules of the road, refusing to take phone calls or text whilst driving, obeying 
red traffic lights, and being polite and respectful of other road users.  
More specific examples of normative behaviour espoused by organisations in the 
taxicab industry could be gleaned from the Uber Corporation’s website. “Community 
Guidelines” are stipulated on the website and apply to both drivers and “riders” (passengers). 
Some examples are restrictions on (1) carrying firearms in the vehicle, (2) transporting 
victims of human trafficking or illegal substances, (3) driving under the influence of alcohol 
or drugs, (4) refraining from using the smartphone whilst driving, (5) avoid using abusive 
language or aggression, (6) breaking the local law in the country in which the Uber operates 
is prohibited, (7) ban on fraudulent and illegitimate behaviour, and (8) discrimination is not 
allowed (Uber Technologies Inc, 2017b). The following behaviours are encouraged in the 
guidelines: (1) using a phone mount for the GPS on the smartphone, (2) obeying the speed 
limit, (3) providing feedback on trips and service, (4) respecting each other as passengers and 
drivers, and (5) keeping a physical distance from each other (Uber Technologies Inc, 2017b).  
2.5. Deviant Workplace Behaviour 
 Robinson and Bennett (1995) define deviant workplace behaviour as a 
deliberate attempt by employees to act against the expected norms of the organisation. Acting 
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against the norms of the organisation results in harm to the organisation, the organisational 
members, or both. Appelbaum et al. (2007) echo this definition and elaborate that deviant 
workplace behaviour is brought about by acting against the organisation’s policies and 
stipulated way of behaving in the organisation. Organisational norms refer to those policies, 
rules, preferred and predetermined ways of behaving and conducting one’s work according to 
the organisations’ preferences, as well as the language preferred by the organisation; these 
could be formal or more informal in nature (Appelbaum et al., 2007; Robinson & Bennett, 
1995). In the definitions offered by Omotayo et al. (2015), when employees (and potential 
groups of employees) behave in a manner that is counter to the policies and preferred 
procedures of organisations, the negative effects are felt by the organisation itself. The 
voluntary and intentional nature of the behaviour is also reiterated (Omotayo et al., 2015).  
Deviant workplace behaviour has garnered interest in organisational literature due to 
its prodigious occurrence in organisations and the costs that ensue (Appelbaum et al., 2007; 
Robinson & Bennet, 1995; Robinson & Greenberg, 1998). Some of the related costs include 
(1) reduced productivity, (2) decreased ability to remain competitive (Omotayo et al., 2015), 
(3) court cases, (4) increased cost of insurance, (5) increased stress felt by employees, (6) 
greater incidences of absenteeism, (7) reduced morale, (8) psychological harm of employees 
and other organisational stakeholders (Robertson & Greenberg, 1998), (9) lower standards of 
the organisation, and (10) embarrassments suffered by organisations in the public eye 
(Omotayo et al., 2015). Those engaged in Human Resource Management and other 
organisational theory-based practice and scholarship are attending to matters around deviant 
workplace behaviours (Omotayo et al., 2015). It is important to shift focus away from the 
costs associated with deviant workplace behaviour and instead pay attention to and address 
the other consequences that deviant workplace behaviours bring about, such as the 
psychological effects on individuals in the organisation and how this in turn impacts 
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behaviours and work attitudes, specifically job satisfaction. Furthermore, absenteeism 
increases as does staff turnover, employee morale is reduced, and organisational members 
feel greater stress (Robinson & Greenberg, 1998).  
2.5.1. Causes of deviant workplace behaviour. Deviant workplace behaviour can 
arise for a number of reasons. Robinson and Bennett (1995) classify these causes into three 
distinct categories: (1) individual factors, (2) social and interpersonal factors, and 
(3) organisational factors. The causes postulated by Browning (2008), Dumazert, and Plane 
(2012), Omotayo et al. (2015), and Peterson (2002) could also be categorised under these 
headings. Individual factors that bring about deviant workplace behaviour include 
demographics such as age and gender (Browning, 2008; Peterson, 2002; Robinson & 
Bennett, 1995). Robinson and Bennett (1995) found that in the service encounter, those 
employees more likely to engage in deviant workplace behaviour were young, male, low-
paid, new to the organisation, and lacking status in the organisation. Personality has often 
been theorised to predict deviant workplace behaviour; however, this is not supported by 
empirical evidence (Browning, 2008; Peterson, 2002; Robinson & Bennett, 1995). It is 
possible that certain aspects of personality may predict certain types of deviance but the 
predictability of deviant behaviour based on personality is otherwise weak (Browning, 2008; 
Robinson & Bennett, 1995). However, a study by Phipps, Prieto, and Deis (2015) determined 
a link between the personality dimension of agreeableness and the interpersonal level 
typology of deviant workplace behaviour, and the dimension of conscientiousness and the 
organisational-level typology of deviant workplace behaviours. Those people in an 
organisation who tend to be agreeable are not as predisposed to engage in interpersonal 
deviant workplace behaviours and those who tend to be conscientious are less likely to 
engage in deviant workplace behaviours that target the organisation (Phipps et al., 2015). It is 
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also possible that deviant workplace behaviour may be engaged in for the purpose of 
protecting oneself against great risk (Dumazert & Plane, 2012). 
Social and interpersonal factors include unfair interpersonal treatment, whereby 
employees perceive injustice regarding the way they are treated by others at work. If there are 
perceptions that employees are not cared for by others then such perceptions may bring about 
deviant workplace behaviours (Peterson, 2002; Robinson & Bennett, 1995). Norms may 
bring about deviant workplace behaviour at an individual level as there may be pressure to 
behave in a certain way; if one does not behave in the encouraged and sanctioned way of a 
social group, then they are at risk of being cast out. Employees may bow to normative 
pressures as they have a desire for acceptance and may fear the negative consequences that 
non-compliance would bring about (Omotayo et al., 2015; Robinson & Bennett, 1995). A 
behaviour that adheres to norms of a social group may still be deviant in nature if it goes 
against the directives of an organisation’s policies and procedures (Robinson & Bennett, 
1995). Conflict may also bring about deviant workplace behaviour (Omotayo et al., 2015).  
The organisational factors that may manifest deviant workplace behaviour include 
unfair treatment in the workplace and abusive treatment from supervisors. If superiors in an 
organisation are perceived by employees to be caring then employees are less likely to 
engage in deviant workplace behaviours (Omotayo et al., 2015). More specifically, Peterson 
(2002) determined that the organisational climate has an impact on deviant workplace 
behaviour, finding that if an organisation has a climate where employees are cared for, there 
is less likely to be a manifestation of political deviance. Job dissatisfaction (wanting to leave 
a job because one does not like it), job stress, and poor pay may contribute to the onset of 
deviant workplace behaviour (Omotayo et al., 2015; Peterson, 2002).  
In the current research, the app-based taxicab drivers in the sample most likely do not 
perceive that they have supportive organisations, as they are often left to protect themselves 
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from intimidation and attacks from competitors and cannot rely on the organisation to 
intervene or care if drivers are in danger or have been attacked. The organisations demand 
and take 20% to 30% of every transaction procured by a driver (Cohen & Kietzmann, 2014; 
Dreyer, Lüdeke-Freund, Hamann, & Faccer, 2017; Ravanelle, 2017a; Ravanelle, 2017b). 
Organisations take up to 30% off each transaction for newly profiled drivers (Cohen & 
Kietzmann, 2014; Dreyer et al., 2017). Organisations are able to change the business 
operations, pricing schemes, and algorithms without consultation with stakeholders, which 
leads to damaging consequences for drivers who are competing with too many cars on the 
road, and who are forced to offer cash trips, despite the wrath it incurred from competitors in 
the metered taxicab industry. In the South African context it is common for drivers to partner 
with car owners, known to the organisation as driver-partners and owner-partners (Dreyer et 
al., 2017). Uber devised these roles for stakeholders due to their noticing the challenges to 
success that their organisation faced in a developing economy such as South Africa’s, where 
many drivers do not own their own vehicles, nor do they have the means to acquire a vehicle 
for use in their ride-sharing service. Uber allowed them to create profiles as drivers and 
allowed for those car owners to affiliate to Uber but manage their own drivers and the 
financial aspects of the driver- and owner-partnership (Dreyer et al., 2017). Driver-partners in 
the South African context face considerable pressure in their work as they are faced with 
financial commitments to the organisations with which they are affiliated, as well as to the 
owner-partner for whom they essentially work, which may lead to exploitation (Dreyer et al., 
2017).  
Furthermore, drivers are faced with their precarious position within the organisation, 
having no benefits such as medical aid, pension, unemployment benefits, bonuses, and 
guaranteed job security or income, and these organisations characterised by collaborative 
consumption have found a means of shifting business risk to workers as they procure and 
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maintain the assets of the business, interact with clients, and do the work (Dreyer et al., 2017; 
Ravanelle, 2017b). Strikes have been on the increase in the app-based taxicab industry. In 
June 2018, Uber and Taxify drivers went “offline” in order to draw attention to the strained 
financial pressures they face when fuel prices rise but fares remain low and fare percentages 
demanded by organisations increase (Kubheka, 2018). Following this strike and the handing 
over of a memorandum by The Movement, an organisation that represents drivers in the app-
based taxicab industry, the Uber organisation was perceived to have ignored drivers and, 
even worse, were said to have victimised drivers by blocking their profiles because of their 
involvement in the protected strike (Mabuza, 2018). A further strike was undertaken on 
12 November 2018 as a means of highlighting conditions that drivers and their 
representatives referred to as akin to slavery (African News Agency, 2018). Drivers are not 
alone in this summation of their conditions as Ravanelle (2017b) has argued for the name of 
the sharing economy in fact to be called the “slave economy”. These are strong words said in 
the context of the Western disruptive economy, where shared economy workers have their 
primary income and assets to fall back on (Cohen & Kietzmann, 2014; Ravanelle, 2017b). In 
the South African context, however, drivers have no alternative income to rely on and they 
have the added pressure of financial commitments to owner-partners or vehicle finance 
houses (Dreyer et al., 2017). Ravanelle’s (2017b) words are therefore even more hard-hitting 
in the context of the developing economy of South Africa. 
2.5.2. Deviant workplace behaviour in the app-based taxicab industry. Deviant 
workplace behaviour entails certain behaviours such as absenteeism, arriving late to work 
(Omotayo et al., 2015), taking extended breaks (Robinson & Bennett, 1995), reducing one’s 
quality of work (Omotayo et al., 2015), sabotage, damage to organisational property, stealing 
from the organisation or organisational members, harassment, abuse, and wasting resources 
(Omotayo et al., 2015; Robinson & Bennett, 1995). In the current study it is important to 
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understand some examples of potential deviant behaviours. Organisations that offer an app-
based taxicab service would create norms around what behaviour is expected of a driver 
when in the company of the passenger and what is required in driving of the vehicle. It is 
normative to utilise a meter in the form of an app to charge customers. An example of deviant 
workplace behaviour could be the situation where drivers allow customers to take trips or pay 
for the service without the use of the app. In app-based taxicab organisations it is also 
normative to be in contact with passengers, only through the use of the app or, during the 
journey, face to face. Often technology is used to conceal the identity of passengers, 
specifically their contact details. It goes against the norms of the organisation for a driver to 
exchange personal information with a customer. Often, if a driver does exchange personal 
information with a passenger, it can facilitate the exchange of services between the passenger 
and driver without the use of the app, thus circumventing the organisation’s controls. In this 
case a passenger may pay the driver directly for the service of driving the passenger around, 
and the organisation does not get its share of the fee.   
2.6. Link between Impression Management and Deviant Workplace Behaviour 
Apart from research conceptualised as deceptive impression management (see 
Carlson, Carlson, & Ferguson, 2011; DePaulo, Kashy, Kirkendol, & Wyer, 1996; Feldman et 
al., 2002; Patwardhan, Noble, & Nishihara, 2009), very little research has been found that 
delves into the combining of impression management and deviant workplace behaviour. 
Barsness et al. (2005) posit that impression management can be used to create false 
impressions in order for that person employing impression management to achieve certain 
desired outcomes. Deviant workplace behaviour includes deception but is much more broadly 
defined according to severity (Robinson & Bennett, 1995). Combining impression 
management and deviant workplace behaviour may suggest the (now counterintuitive) notion 
that engaging in deviance could have no external benefit to that person acting deviantly, 
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perhaps prompted by Gardner and Martinko (1988), who assert that the breaking of 
organisational norms (deviant workplace behaviour) would result in failure to create a 
favourable impression. Similarly, Phipps et al. (2015) link impression management and 
deviant workplace behaviour and postulate that if employees wishe to bring about a 
favourable image of themselves (in other words, manage their impression) they would ensure 
they do not engage in deviant workplace behaviour. The current study expressly contradicts 
such notions by asserting that the employment of deviant workplace behaviour may have the 
benefit of bringing about a preferred impression of the actor. 
Barsness et al. (2005) and Rosenfeld et al. (1995) have established a positive lens 
through which to view impression management but they do acknowledge the potential of 
more sinister incarnations of impression management. Rosenfeld et al. (1995) explicitly state 
their dissatisfaction with interpretations of impression management as a negative concept 
used to deceive others. The negative interpretation of impression management is called the 
restrictive view, whereas Rosenfeld et al. (1995) are more concerned with the expansive 
view, a more positive understanding of impression management. To understand the link 
between impression management and deviant workplace behaviour (i.e., when deviant 
impression management entails the employment of deviant workplace behaviours for the 
express purpose of managing impressions in a preferred manner), an expansive view needs to 
be adopted, as laid out by Barsness et al. (2005) and Rosenfeld et al. (1995). The deviance 
then is not employed for untoward or harmful reasons but rather as a means to manage a 
preferred impression, whatever form that impression may take.  
2.7. Integration 
There are many opportunities to see potential for impression management and deviant 
workplace behaviour to arise in the app-based taxicab setting. It is thus imperative to 
understand how impression management, in particular deviant workplace behaviour, as a 
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form of impression management manifests in the taxicab industry and through this 
understanding how organisations and employees may benefit. Such an interlinking of 
impression management and deviant workplace behaviour will be conceptualised throughout 
the study as deviant impression management. Chapter II has presented literature pertaining to 
impression management as a theory and how it may manifest in the workplace. Through 
reviewing literature on deviant workplace behaviour in the same fashion, it was possible to 
determine the potential for their meaningful combination. Chapter II has also presented an 
opportunity to link theory to the app-based taxicab industry, where relevant. Reviewing of the 
literature has allowed for the reader to become acquainted with the theories of impression 
management and deviant workplace behaviour as a means to frame thinking going forward 
around deviant impression management behaviour which is at the core of the current study.  
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CHAPTER III: RESEARCH DESIGN 
3.1. Introduction 
A research design is a plan constructed to guide the research process (Berg, 2009; 
Patton, 2015). Through designing a research project, multiple important decisions need to be 
made regarding how to undertake the study and which actions will be taken; however, a 
degree of flexibility is suitable to address any challenges that may arise (Berg, 2009). 
Chapter III presents the details of the research design engaged in order to conduct research 
regarding deviant impression management behaviour in the app-based taxicab industry and 
the driver, rider, and organisational factors affecting it. The epistemological and ontological 
positions taken are outlined with due regard for the influence that philosophical assumptions 
have on the coherence of the research design. The research design, strategy, method, and 
setting are discussed and contextualised for the current research. Data collection methods, 
sampling, the pilot study conducted, and the process of analysis are provided. Quality 
assurance of the data is considered as a means to ensure the trustworthiness of the research 
presented. Discussion of quality assurance criteria are presented alongside means for 
ensuring quality of the research. Ethical considerations are provided, through detailed 
discussion of how the researcher attended to concerns regarding informed consent, voluntary 
participation, right to withdraw, and confidentiality.  
3.2. Research Method 
Qualitative research has been defined by Schmid (1981) as “the study of the empirical 
world from the perspectives of the  subjects under investigation.” (p. 105). Saldaña (2011) 
defines qualitative research as a dynamic approach to investigating social life in a natural 
manner. Textual aspects of that social life are under study, with a focus on the quality as 
opposed to the quantifiable elements (Saldaña, 2011). Qualitative research is varied across 
disciplines, according to its differing types and goals that change with each individual 
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investigation. The qualitative approach allows the researcher the chance to interpret the 
experiences that their subjects have been through, based on their own unique cultures and 
histories. Creswell (2003) suggests the use of a qualitative approach for understanding areas 
that have had little attention from other researchers or when attempting to link theories and 
ideas to a new sample. Qualitative research provides an opportunity to investigate the 
everyday life of participants in the social sphere in a less restricted manner than, say, the 
quantitative research paradigm would (Flick, von Kardoff, & Steinke, 2004). Insight into the 
everyday experience may be gleaned through qualitative research (Flick et al., 2004). In the 
current study, the everyday life of a driver in the app-based taxicab industry was of interest, 
and only through qualitative research was it possible to determine the diversity within the 
topic of deviant impression management in the app-based taxicab industry (Jansen, 2010). 
Organisational factors that affect deviant impression management were accessible through 
the dynamism of qualitative research (Flick et al., 2004). Patton (1985, cited in Merriam, 
2009) asserts that qualitative research is a form of inquiry into the nature of the experience of 
people within a particular context. It is a means of understanding the experience of living and 
being a part of that setting under investigation. Such investigations are illuminating for those 
who are interested in gaining insight into that setting and life experience. In the context of the 
app-based taxicab setting, there are stakeholders who are interested in gaining a deeper 
understanding into the inner workings of the setting as it is experienced by those within it. 
There are drivers who are under pressure and could be heard through having research delve 
deeply into the pressurising aspects, exploitation, and need for drivers to engage in deviant 
workplace behaviour as a means to manage impressions. Organisations may reduce costs 
surrounding deviant workplace behaviour and they may eradicate factors that promote 
deviant workplace behaviours that are linked to impression management in the service 
encounter. Industrial psychologists hold an interest in comprehensively understanding the 
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working conditions of drivers, the nature of this particular service encounter, and the 
manifestation of impression management and deviant workplace behaviours in combination.  
 3.3. Philosophical Assumptions 
The current research is underpinned by a set of assumptions, knowledge claims, 
epistemologies, ontologies, and paradigms. The knowledge claims that a researcher is able to 
make, depends on these underpinnings (Creswell, 2003). Philosophy is a catalyst for thinking 
about the types of claims one can make and the basis for making claims about the world 
around us. Hughes (1980) highlights, in his linking of social science research and philosophy, 
that “every research tool or procedure is inextricably embedded in commitments to particular 
versions of the world and ways of knowing that world made by the researcher using them” 
(p. 13). It is imperative to outline the worldviews, assumptions, and philosophical stance 
under which I have conducted the current research, which are to follow below. 
3.3.1. Ontology. Ontology is concerned with the make-up of reality and how reality is 
thought about (Gupta & Awasthy, 2015). In the current study, reality is seen to be socially 
constructed (Terre Blanche et al., 2006). Reality is created through our interactions with 
others, our experiences, and the bonds we form with others (Leavy, 2014). Due to the socially 
constructed nature of reality, it is contextually and socially bound. Many realities are able to 
exist at once (Leavy, 2014; Schwandt, 1994). Reality is seen as being malleable, where 
human effort and intention may impact and shape realities (Schwandt, 1994). The view of 
reality adopted in the current research is thus constructivism, which incorporates all the 
abovementioned processes of social construction of reality, and an intellectual process that 
occurs (Erikson & Kovalainen, 2011). Reality is a form of perspective and interpretation 
(Schwandt, 1994). The lived experience of actors within the app-based taxicab industry (i.e., 
what is perceived) constitute reality in the current research, as interpreted by the researcher 
(Schwandt, 1994).  
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3.3.2. Epistemology. Maynard (1994, cited in Crotty, 1998) defines epistemology as 
being “concerned with providing a philosophical grounding for deciding what kinds of 
knowledge are possible and how we can ensure that they are both adequate and legitimate” 
(p. 10). Epistemology deals with the question of how we may claim to know the world 
around us (Crotty, 1998; Hughes, 1980). Epistemology is a framework to help the researcher 
address what can and cannot be claimed about the collected data, and shapes the ways in 
which meaning can be interpreted (Braun & Clarke, 2006).  
The constructivist-interpretivist paradigm recognises the subjectivity and transactional nature 
of the construction of knowledge. Put differently, knowledge is obtained through an 
individual’s interaction with others and his or her surroundings. This means that the 
researcher and the participant, through collaboration and shared meaning, create knowledge. 
Creswell (2013) adds that qualitative research is fundamentally interpretive, as the researcher 
interprets the data provided by the participant in an iterative manner. It is for this reason that I 
subscribed to this epistemological paradigm for the study. Taking on these philosophical 
viewpoints have shaped my understanding of deviant impression management and, most 
importantly, the research design tactics I employed.  
3.4. Research Strategy 
In response to confusion and uncertainty in the qualitative research field, Jansen 
(2010) wrote specifically on qualitative survey research as a type of qualitative research, 
which may be conceptualised alongside Creswell’s (1998, cited in Jansen, 2010) five types of 
qualitative research, namely biography, phenomenology, grounded theory, ethnography, and 
case study. Qualitative survey design is simple to implement and is a means of determining 
the value in diversity on a given topic related to a particular population (Jansen, 2010). A 
qualitative survey design was implemented in the current research as it is an effective 
strategy to elicit information on a topic of interest from participants in their own words (Fink, 
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2003). A qualitative survey is a means of uncovering differing views within a sample on a 
given topic and lends itself to the use of qualitative interviewing strategies, such as semi-
structured and guided interviews (Jansen, 2010), which were used in the current research. A 
qualitative survey design is useful in order to investigate the day-to-day activities that the 
sample of interest is engaged in and also to hear from participants how these activities affect 
their interactions with other individuals and groups (Fink, 2003). A qualitative survey design 
may be adopted in the constructivist paradigm (Jansen, 2010), again, under which the current 
research operated. The qualitative survey design was thus a design that facilitated the current 
research. Merriam (2009, p. 18) constructed the following table comparing qualitative versus 
quantitative approaches. 
 
Table 1: Comparison of qualitative and quantitative research  
Point of Comparison Qualitative Research Quantitative Research 
Focus of research Quality (nature, essence) Quantity (how much, 
how many) 
Philosophical roots Phenomenology, symbolic 
interactionism, 
constructivism 
Positivism, logical 
empiricism, realism 
Associated phrases Fieldwork, ethnographic, 
naturalistic, grounded, 
constructivist 
Experimental, empirical, 
statistical 
Goal of investigation Understanding, description, 
discovery, meaning, 
hypothesis generating 
Prediction, control, 
description, 
confirmation, hypothesis 
testing 
Design characteristics Flexible, evolving, 
emergent 
Predetermined, 
structured 
Sample Small, non-random, 
purposeful, theoretical 
Large, random, 
representative 
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Point of Comparison Qualitative Research Quantitative Research 
Data collection Researcher as primary 
instrument, interviews, 
observations, documents 
Inanimate instruments 
(scales, tests, surveys, 
questionnaires, 
computers) 
Primary mode of analysis Inductive, constant 
comparative method 
Deductive, numerical 
Findings Comprehensive, holistic, 
expansive, richly 
descriptive 
Precise, numerical 
Adapted from Merriam (2009, p. 18). 
3.5. Research Setting 
The research setting that was used in this study was first and foremost the 
organisational setting but more specifically, the technology-based organisations centred on 
the provision of transport services to customers. The setting of interest was thus the app-
based taxicab industry in Gauteng, South Africa. However, the interviews were not 
conducted at the offices of the organisations. Rather, they were conducted in a number of 
areas where e-hailing drivers are known to gather (the exact locations of which cannot be 
revealed for the protection of drivers who participated in the current research). As an 
interviewer, I went in search of the best possible places to approach and meet drivers with the 
intention of informing them of my research and inviting them to participate. There were times 
when my access was denied and I found myself in strange and remote areas. For the most 
part, however, drivers were friendly and eager to speak on their experiences, and gave of 
their time generously. The interviews entailed my travelling to areas where drivers are known 
to gather and approaching drivers in their cars when they were parked, washing their cars, or 
gathered in groups in these areas. The interviews were conducted on the side of the road, in 
parking lots, at garages, and in the cars of drivers. Such immersion in the research setting also 
gave me a sense of the life on the road that drivers experience: hot days in cars and exposure 
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to the elements; much waiting around; much washing of cars, inside and out; lunch taken in 
parking lots; and gatherings of drivers to socialise, eat together, give advice, and discuss 
business.  
Interviews were conducted on the spot after drivers agreed to participate and there 
was an understanding between the researcher and the drivers that they may be called away at 
any moment to pick up passengers, giving them freedom to do so. There were many 
illustrative incidents of passengers requesting the services of a driver and then cancelling the 
request, an action that causes frustration to drivers and risks their tenure as drivers as 
cancelling of trips affects the activity score of the driver and can result in termination of their 
affiliation to the company. 
3.6. Sampling 
The sampling technique used was purposive convenience sampling (Terre Blanche et 
al., 2006). Purposive sampling allows for participants to be selected based on whether they 
are able to give insight into the phenomena, experiences, and social realities that the current 
study endeavours to explore (Fossey et al., 2002). Since taxicab drivers are engaged in often 
dyadic social interactions where it is conceivable that they would be required to manage their 
impressions with customers, potentially engaging in deviant workplace behaviour at times to 
aid this process, it follows that app-based taxicab drivers would be a sample that could be 
approached for the current research. The inclusion criteria for app-based taxicab drivers to be 
included in the current research were: (1) employment in a technology-based taxicab service, 
(2) the operation of their service in the Gauteng area of South Africa, and (3) the ability to 
converse in English, as it is a common business language of South Africa and the language of 
the researcher. In qualitative research, the question about how many cases make for 
appropriate data collection is a common one, but unlike quantitative research requirements, 
sampling is a matter of quality over quantity, thus it was important to sample until the point 
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where no new information was collected; this is called sampling to saturation (Terre Blanche 
et al., 2006). Ultimately, the sample consisted of 14 drivers.  
Table 2: Characteristics of Participants  
Pseudonym5 App-based Taxicab Company* 
Tenure in the 
industry Sex 
Boxer Organisation 1 5 Months Male 
Swimmer Organisation 2 6 Months Male 
Runner Organisation 1 1 Year Male 
Climber Organisation 1 (Previously) 
Organisation 2 (Current) 
±2 Years Male 
Weightlifter Organisation 1 and Organisation 2 ±2 Years Male 
Wrestler Organisation 1and Organisation 2 ±2 Years Male 
Racer Organisation 1 Missing Male 
Skater Organisation 2  2 Years Male 
Paddler Organisation 1 6 Years Male 
Diver Organisation 1 2 Years Male 
Sprinter Organisation 2 1½ Years Female 
Gymnast Organisation 1 2 Years Male 
Triathlete Organisation 1 2 Months Male 
Rower Organisation 1 2 Years Male 
*Names sanitised. 
3.7. Data Collection  
The aim of data collection in qualitative research from the constructionist perspective 
is to collect data in context (Terre Blanche et al., 2006). It thus follows that a data collection 
method is needed that enables the data that is collected to be contextualised. The 
                                                 
5 The participants’ pseudonyms were shaped by the first participant’s desire to choose his 
own pseudonym, which was Boxer. To preserve this intention, all other participant 
pseudonyms followed the sporting theme set in motion by Boxer. 
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constructionist, subjective, and interpretive philosophies informed the current research, thus it 
was imperative to be able to elicit data from participants that illuminated their lived 
experience, their social reality, and their subjective experiences in context (Fossey et al., 
2002). Qualitative interviews are one method of data collection that facilitates the process of 
accessing the social realities, experiences, and emotions of individuals within their context 
(Fossey et al., 2002) and so the current research made use of qualitative interviews.  
There are three main types of interviews, namely structured, unstructured and semi-
structured. The chosen type of interview was the guided or semi-structured interview 
(Erikson & Kovalainen, 2011) because Fossey et al., (2002) point out that semi-structured 
interviews are particularly useful if the researcher endeavours to uncover, in the words of the 
participant, their understanding of a particular topic. Semi-structured interviews also aid in 
creating some consistency between different interviews because there are pre-determined 
questions taken into the interview situation as a guide, yet there is flexibility for the 
researcher to explore emerging questions during the interviews and in subsequent interviews, 
and to allow for the conversation to flow in a natural and informal manner (Myers, 2013). It 
was important to ensure that the questions brought into the interview process as a guide were 
not a barrier towards gaining unique insight from the interviewee. Some example questions 
devised and used in the interview process were: “Could you tell me about your history as a 
driver?”, “How important are ratings?”, “How do you get or maintain higher ratings?”, “How 
do you impress customers, car owners, the organisation, and other drivers?”, “Is that 
something you’ve learned from experience or is that something the company expects?”, 
“What stories of breaking policies have you heard from other drivers that you can share?”, 
“Could you tell me about a time when you accidentally broke policies?”, and “Can you tell 
me about a time when you broke company policies for your own benefit?”.  
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The researcher was prepared to follow the natural line of the conversation and be 
present in the interview so that new insights could be gained in the moment with the 
interviewee, through probes and flowing questioning (Erikson & Kovalainen, 2011; Myers, 
2013). The semi-structured interview approach gave the researcher the freedom to rearrange 
questions, change wording, bring up new questions, and generally create a natural 
conversation (Erikson & Kovalainen, 2011). Approaching the interviews form a 
constructionist point-of-view allowed me, as the researcher, to participate fully in the 
interviews as I naturally would in a conversation (Erikson & Kovalainen, 2011). All 
interviews were conducted in English, which all the participants could understand and speak. 
The data was collected over a period of 79 days.  
Table 3 summarises the date and place of the interviews.  
Table 3: Logistics/Timeline of Participant Interviews 
Date Participants interviewed 
Research 
site 
27 & 28 
November 
2017 
Pilot interview conducted over two days Research 
site 1 
30 November 
2017 
Boxer, Swimmer, Runner, Climber, Weightlifter, Wrestler, 
and Racer  
Research 
site 2 
5 February 
2018 
Skater and Paddler Research 
site 3 
6 February 
2018 
Diver and Sprinter Research 
site 2 
9 February 
2018 
Gymnast Research 
site 3 
11 February 
2018 
Triathlete Research 
site 3 
14 February 
2018 
Rower Research 
site 3 
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3.7.1. Pilot study. Ideally a pilot study should be planned and executed in a manner 
that respects this phase of research (Brooks, Reed, & Savage, 2016; Pritchard & Whiting, 
2012; Sampson, 2004). The pilot study conducted in the current study embodies other 
elements expected in a pilot study, such as trialling the interview schedule (Silverman, 2010, 
as cited in Pritchard & Whiting, 2012). One interview was conducted as a pilot interview as it 
offered rich learning for the research going forward, highlighted the need for a pilot interview 
and study, and allowed for improvement during the research project (Sampson, 2004). The 
pilot study has contributed to the quality of the current research through the use of a process 
called verification (Morse, Barrett, Mayan, Olson, & Spiers, 2002). Verification allows for 
the researcher to check the quality of the research in real time, as opposed to doing so in an 
evaluative way and retrospectively. Such a process ensures the quality of the research at each 
stage and prevents the analysis from being derailed (Morse et al., 2002).  
During the proposal phase of the research process, I had outlined the places and 
settings where I would introduce myself to research participants. I had informally discussed 
with app-based taxicab drivers, generally during my trips as a customer, the best locations to 
find drivers. On commencement of the study – now referred to as the pilot study, I was naïve 
in thinking that those locations would be as fruitful as I had hoped and imagined. I would go 
to sites, only to be disappointed. One site was indeed a place where drivers met, but those 
who were there did not meet the inclusion criteria. Other places that were certain to be perfect 
for talking to drivers in the app-based taxicab industry were places in dangerous and more 
remote areas than I was comfortable being in, as well places where I was denied access.  
Sampson (2004) alludes to the importance of a pilot study to identify just such 
difficulties. Researchers cannot be armed with all the knowledge required to seek out 
research settings and participants at the outset and need to be flexible in response to such 
circumstances. I had to re-evaluate which locations I would visit.  
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A pilot study is of fundamental importance in a scenario where the research setting 
and context is unknown to the researcher. A pilot study allows the researcher to enter an 
unknown context and get to understand what it means to be in this environment (Pritchard & 
Whiting, 2012; Sampson, 2004). I continued my data collection, visiting places that I was not 
comfortable in and where I was denied access, but never put myself in any direct danger. 
When I did manage to find the locations that provided me the chance to connect with drivers, 
I felt perfectly safe and did not once in those areas worry about my safety. I also became 
more adept at approaching potential participants. There were times when I confidently and 
purposefully approached drivers and groups of drivers and there were times that my being 
present and appearing keen to approach potential participants, led to their approaching me.  
In the one pilot interview I conducted, I informed the participant of the research 
information and the role the participant would play in the research and then I jumped straight 
into the relevant questions. On reflection, I realised that I needed to build more rapport with 
the participant and subsequently began all other interviews by asking drivers to talk about 
their experience in the industry and the history as a driver. This approach allowed the 
participants to become comfortable with speaking and being recorded, and gave me a 
window into their world. I was also able to test the recording equipment I was using to 
determine that I was using it correctly, that the interviews were audible in their recorded 
format, and that I was capable and confident in terms of recording interviews. All in all, I was 
able to ascertain the following aims for the pilot study:  
• to determine whether the research is feasible, in terms of being able to approach 
prospective participants, whether interview questions elicit data pertinent to the 
overall research, and whether participants would actually reveal any form of 
personal workplace deviant behaviour; 
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• to establish whether there could be any unforeseen difficulties at research sites, 
in terms of access to participants and safety of the researcher and participants; 
• to determine whether interview questions were posed in an understandable 
manner for participants, and whether questions were posed in a succinct way 
that assisted the researcher in her questioning technique; and  
• to make changes to the interview questions should any of the above pose 
challenges to meeting the overall research objectives. 
3.8. Data Management 
Subsequent to obtaining consent from research participants, the researcher voice 
recorded the interviews. The data was transcribed verbatim to ensure that the voices of the 
participants are present in the research (Erikson & Kovalainen, 2011). Data were stored in a 
password-protected laptop that only the researcher had access to. 
3.9. Data Analysis 
The tool of thematic analysis proposed by Braun and Clarke (2006) was the chosen 
form of data analysis for the current study as it is suitable for use in the social constructionist 
paradigm. Thematic analysis entails taking one’s collected data and pinpointing, analysing, 
and writing about aspects of the data that reoccur in patterns, which are referred to as themes 
in thematic analysis (Braun & Clarke, 2006). Braun and Clarke (2006) offer seven guidelines 
to follow in the process of thematic analysis, represented in Table 4. 
Table 4: Thematic Analysis 
Thematic 
Analysis Stage Description of Stages 
1 Transcription 
2 Reading and familiarisation; taking note of items of potential interest 
3 Coding – complete; across entire dataset 
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Thematic 
Analysis Stage Description of Stages 
4 Searching for themes 
5 Reviewing themes (producing a map of the provisional themes and 
subthemes, and relationships between them – aka the ‘thematic map’) 
6 Defining and naming themes 
7 Writing – finalising analysis 
Braun and Clarke (2013, p. 202) 
 
Thematic analysis is an approach to analysing qualitative research that adheres to 
guidelines that are instructive and flexible, as opposed to rigid and prescriptive (Braun & 
Clarke, 2006). It is essential for the method of analysis followed in research to outline 
precisely the steps taken to analyse the data in order for the quality of the research to be 
determined (Braun & Clarke, 2006) and for this reason the steps taken at each of the seven 
phases of the thematic analysis undertaken in the current research are outlined. 
Phase 1: Familiarisation with the data 
Not only did I conduct and write the analysis, but I also undertook and participated in 
the interviews to collect the data for the current research. Conducting the interviews was a 
means of familiarising oneself with the data, as advised by Braun and Clarke (2006). The act 
of transcribing interviews is an act of interpretation, in and of itself (Braun & Clarke, 2006; 
Davidson, 2009; Poland, 1995). The process of transcribing is not separate from the process 
of analysing. Braun and Clarke (2006) see transcription as a process facilitating the close 
reading and analysis of the data. As the researcher and interviewer, I transcribed the pilot 
interview and 13 of the 14 final interviews. One other transcript was created by a former 
postgraduate linguistics student of the University of the Witwatersrand, to assist with the 
workload; however, time constraints only allowed her to complete one transcript. As I had 
transcribed all of the interviews bar one, I was able to immerse myself in the data, as per the 
  41 
method for Braun and Clarke (2006)’s thematic analysis. I was able to get a better sense of 
emerging patterns and common concerns and themes across the data.  
Continued reading and rereading of the data is essential for the process of 
familiarising oneself with data for the purposes of analysing the data (Braun & Clarke, 2006). 
In the current research, after listening to the audio repeatedly and creating the transcriptions, I 
read the entire dataset once, actively, to glean meaning and recognise patterns across the 
dataset. In this active reading, I noted down codes that I interpreted on the hard copy of the 
transcripts. Braun and Clarke (2006) offer a number of ways to “manually” start to note the 
patterns through close and active reading of the data. I formulated my own method and 
ensured that my notes on patterns I noticed were succinct, and consistent for all instances that 
I picked up in the dataset. This was a means to ensure that I read actively and that my reading 
was productive for the purposes of the next reading. Interesting aspects of the data were 
underlined, to be revisited in the next reading.  
Phase 2: Generating initial codes 
The next steps taken to generate the initial codes involved collaboration with my 
supervisor, commencing with a re-reading of the data, transcript by transcript. Together we 
read through two transcripts to determine what patterns that were common across the dataset 
we could interpret. Though I had already read the dataset fully and made tentative notes and 
underlined seemingly important passages and quotes, having a collaborative attempt at 
tentatively coding the data again, led to a more focused reading. My supervisor questioned 
whether my selection of certain passages and quotes related to the research objectives and the 
theoretical framework. Such an examination and re-evaluation of my initial coding allowed 
for focus and for certain instances in the dataset to be excluded from the initial coding.  
At the recommendation of my supervisor, to begin coding, I created a table. 
Frequencies were provided for each code in the table to note the codes and the corresponding 
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quotes. Instances were defined as any utterance in the dataset that brought a new idea into the 
conversation, whether that be on the same broad topic being discussed or emerging 
information. The frequencies did not denote quality of a theme, only a means to organise 
themes for analysis 
As per recommendations by Braun and Clarke (2006): 
• as many patterns as possible were coded for and included in the theme table; 
• aspects of the extracts chosen to represent the codes that may appear extra to the 
needs of the quote were included in the coding to ensure that they were 
available for analysis later, should they be relevant; and  
• extracts from the dataset were coded for more than one theme, pattern, or code. 
A subsequent reading of the theory of thematic analysis penned by Braun and Clarke 
(2006) assisted in progressing with the research. It became clear that I had not included the 
examples of codes that were contradictory to other extracts and so I had to return to the 
dataset (the transcripts) in order to code those missed elements of the data. Braun and Clarke 
(2006) stress that it is common to move back and forth in the research, in analysis, coding, 
and reading of the coding and actual dataset, which was true for the current research. 
Having returned to the original dataset to determine that all contradictions had been 
coded, at least one missed extract was added. During this re-reading of the dataset, I found a 
new code with a frequency of 6, which had been missed but appeared to be of importance; 
this code was “Lying Riders”. The re-reading of the dataset proved invaluable. 
Phase 3: Searching for themes 
I decided to start the fundamental action of searching for themes by referring to the 
hard copy of the themes table, and I obtained flipchart paper to get to work with the crucial 
business of outlining, tracking, and determining the themes within the codes. I made use of 
open coding and searched for themes according to the objectives of the study. 
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I was able to begin to combine codes that showed similarities and coherence. These 
codes were pre-emptively labelled according to the goals of the current research.  
The analysis progressed in a step-by-step manner, systematically allowing me to see 
patterns across codes in order to create a coherent whole that attended to the nuances of the 
analysis. It was an exciting process but painstaking work.  
Upon reading evidence for each code, it was possible to reorder the evidence into a 
more coherent set of patterns and at a later stage determine if the code or theme needed to be 
separated out into more themes or if it was possible to manage these intricacies in a single 
theme. The other method used in conjunction with the above was simply to highlight in 
numerous colours the evidence that was similar according to content.  
As of this phase I still did not have candidate themes and so I had to puzzle out more 
of the analysis and interpretations, to be able to determine what the candidate themes would 
be in subsequent phases. Based on the codes I had formulated, I proposed the initial themes. 
Difficult codes that were clearly important were puzzled out by writing them down on the 
flipchart paper and asking the question, “How does this relate to deviant impression 
management?” This was a key question that gave purpose and direction to the analysis at this 
stage and in subsequent phases. 
Phase 4: Reviewing themes 
To commence Phase 4, I printed the latest hard copy of the themes table and kept my 
thematic maps and visual representations of the analyses previously recorded on the flipchart 
paper on hand to assist in building on the foundations created in Phase 3.  
Reading through the hard copy of the themes table again, it was possible to read 
evidence to determine if it fit in the code. It was necessary to return to the participant’s 
transcript in order to add to quotes to assist the reader. Taking such a step also assisted in 
ensuring the quality of the research. Through this reading of the themes table, I was able to 
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remove themes that were too diverse and did not necessarily relate directly to deviant 
impression management. The evidence within those themes was closely read and distributed 
to codes that made more sense, enriched by the evidence. Some evidence that did not relate to 
the themes was removed. 
At that point, I had evidence, codes, and themes. I had read through them and made 
sure that quotes had context, that evidence fitted the code, and I made a list of the 40 codes I 
had at this point. I printed another hard copy of the themes table and consulted my supervisor 
about a means of creating overarching themes as I was struggling with determining categories 
for the themes I had generated to this point. The categories suggested were “Driver”, 
“Customer”, and “Organisation”. These categories allowed for theoretical clarity. In 
impression management and deviant workplace behaviour, there are actors and audiences in 
the interactions. 
Thereafter, all themes were re-read under the new categories. Ultimately, only those 
that related to deviant impression management were kept and those that related only to 
deviance or solely impression management were discarded. 
Phase 5: Defining and naming themes 
 During Phase 5, it was possible to begin to analyse the data in more depth. The 
themes table had been a useful means of organising the story that the data was telling through 
the interpretive process. Phase 5 required a re-reading of the themes, theme descriptions, and 
evidence. Certain adjustments were made to theme descriptions as the evidence was re-read 
to determine whether the correct actors were referred to in the descriptions. Pieces of 
evidence were removed if they referred to the incorrect actor for the theme and category or if 
they did not ultimately bring about understanding of deviant impression management.  
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The remaining themes that were subject to analysis in the current research, were 
analysed after each piece of evidence was re-read and the descriptions and theme labels were 
re-read in relation to the evidence contained within them.  
Quotes of evidence from each theme were organised and grouped within the written 
analyses in the findings in order to create a coherent argument to meet the objectives of the 
research, which was to determine the link between impression management and deviant 
workplace behaviour in the form of deviant impression management. Evidence was used to 
support the analysis. I was careful to make sure the most illustrative pieces of evidence were 
used to write up the findings section of Chapter IV and that a diversity of sources was 
included so as not to privilege one driver’s voice over another.  
Finally, Table 6, addressing the objectives of the research was compiled. Specifically 
aspects of behaviours, objectives and targets were tabulated to encapsulate deviant 
impression management as it exists in the app-based taxicab industry. 
Phase 6: Writing the report 
 Writing up Chapters IV and V was a lengthy, iterative process. There was constant 
rewriting and reworking of findings and analysis. In writing Chapter IV, I was able to look at 
the themes, embed the evidence, and systematically argue for the findings I had analysed. To 
build on this, I wrote Chapter V, which was an opportunity to interpret and make sense of the 
findings, utilising previous research in order to make and support my meticulous argument 
from the findings.  
I had followed the phases of the thematic analysis systematically and in order until 
this point. In writing Chapter IV, however, I started to realise that some themes were no 
longer holding up and in attempting to argue them, I realised that they were failing to meet 
the criteria of what constitutes deviant impression management behaviour. I cut many themes 
at that stage. The Driver category had 12 themes that were reduced ultimately to 3 themes. 
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The Rider category had 13 themes that were reduced to 2 themes in the end. The 
Organisation category consisted of five themes that resulted in three final themes.  
 At this point, in consultation with my supervisor, it became clear that I had missed the 
mark on my Rider category themes. I was interpreting all the behaviours from a driver 
perspective – the driver as actor, as opposed to shifting my mindset to understand the Rider 
as the actor in the deviant impression management behaviour. I had to rewrite both the 
findings and interpretation sections of the Rider categories, revisiting the evidence to ensure 
that I had fully captured the rider’s deviant impression management behaviour as opposed to 
the driver’s. The process made much more sense and gave a richer analysis resulting in two 
themes: Rude Riders and Lying Riders.  
There were moments when theme names had to be altered slightly to ensure that the 
deviance and the impression management became apparent. Such was the case with the 
theme: Rendering Favours, which was altered to be called Rendering Deviant Favours.  
Finally, there are eight themes in the research that specifically illustrate the 
meaningful combination of deviant workplace behaviour and impression management, which 
are Rendering Deviant Favours, Lying to Riders, Politely Requesting Higher Ratings from 
Riders, Rude Riders, Lying Riders, Conflicting Policies, Privileging Riders Over Drivers, and 
Instilling Fear in the Driver. Each actor is distinct in these themes, whether it be the driver, 
the rider, or the organisation. The final eight themes are illustrative of deviant impression 
management behaviour.  
3.10. Unit of Analysis 
 The unit of analysis in the current study was the individual driver.  
3.11. Quality Assurance of Data 
Determining the worth and value of research requires models that may be employed 
to ensure and to assess the relevance, quality, and trustworthiness of the research (Krefting, 
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1991). Guba (1981) outlined a particular criterion to guide qualitative researchers to 
systematise the creation and judgement of the trustworthiness of their qualitative research. In 
the qualitative field of research there are debates concerning the criterion for determining the 
quality of data and qualitative research. It is not the concern of the qualitative researcher, or 
social scientist to determine which criterion is the “correct” one but rather to explore the 
available concepts and quality assurance practices within the literature and determine which 
criterion are helpful for them in their unique endeavours to produce quality research (Seale, 
2002). Not all means of instituting the criteria are suitable for every qualitative research 
endeavour (Krefting, 1991). Producing research of a high standard within the qualitative 
paradigm means that researchers are able to capture, through their research and their 
interpretations, the voice and perspectives of the participants they are studying and also to 
express or reflect the context within which the participants are situated (Fossey et al., 2002).
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Table 5: Quality Assurance Methods Used 
Quality 
assurance 
criterion 
Defining the quality assurance 
criteria 
Means of ensuring quality (Guba, 1981; 
Krefting, 1991; Shenton, 2004) Means of ensuring quality in the current study 
Credibility Represent how truthful the findings 
are that the researcher has asserted 
Prolonged engagement 
Persistent observation 
Peer debriefing 
Peer examination 
Triangulation 
Collect material to refer to that confirms 
behaviour 
Member checking 
Interview technique 
Establishing authority of the researcher 
Structural adequacy  
Utilisation of robust research methods 
Tactics to improve honesty in participants 
Familiarisation with settings 
Triangulation of investigators (at initial coding stages – Phase 
2) (Krefting, 1991). 
Multiple research sites were accessed over a number of days. 
The interview schedule was altered following a pilot interview  
Honesty was sought from participants through indirect 
questioning surrounding deviant workplace behaviours 
(Shenton, 2004). 
The initial coding process was conducted in collaboration, 
referred to as triangulation of investigators, as it is one means of 
ensuring that the research is credible (Krefting, 1991). My 
supervisor has extensive expertise in qualitative methods and 
lent this experience to the initial analysis, by not only 
questioning my coding but also allowing me as a researcher to 
then question my own approach.  
In the pilot study, research sites were evaluated for their 
accessibility, feasibility, and safety for the researcher 
Transferability Refers to the extent that the 
findings outlined by the researcher 
are able to apply in another setting. 
Thick description 
Purposive sampling 
Describing the setting in detail so that other researchers wishing 
to utilise the findings in other contexts will be able to do so 
based on their judgment regarding the similarity of the contexts. 
Purposive sampling was employed. 
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Quality 
assurance 
criterion 
Defining the quality assurance 
criteria 
Means of ensuring quality (Guba, 1981; 
Krefting, 1991; Shenton, 2004) Means of ensuring quality in the current study 
Dependability A criterion regarding the 
consistency of the research 
Consistency in qualitative research 
is achieved through what are called 
auditing activities, where notes are 
taken throughout the research 
process to be able to demonstrate to 
readers and other researchers the 
steps that were taken throughout 
the research process. 
Overlap methods 
Interpret data through two researchers 
(stepwise replication) 
Create an audit trail 
Methods richly described 
Peer examination 
Table 3, which elucidates the steps taken to achieve consistency 
across transcripts, was a method used to achieve consistency. 
The quality of the transcripts was ensured by the steps taken to 
achieve this consistency. 
The process of collecting and analysing data was outlined in 
Chapter III. 
By having clearly demonstrated my approach to the 
transcription process I also wish to link this process to the steps 
I have taken to ensure the quality of the data (Davidson, 2009). 
The steps taken above ensure consistency across the transcripts, 
which ensures the trustworthiness of the data (Poland, 1995).  
 
Confirmability Relates to the extent to which the 
researcher is objective throughout 
the research, yet, since the 
researcher in the constructivist 
paradigm is involved, for example, 
in the interview process, and in 
general has the task of interpreting 
the data, it is not wholly possible to 
be removed from the data.  
Triangulation 
Reflexivity of the researcher 
Outline study’s limitations 
Undertaking to be a reflexive researcher, then allows for a 
process of examining the biases within the researcher and the 
standpoint from which the researcher approaches the data 
(Seale, 2002). 
Reflections on the interview process, transcription method 
development, and outlining of the thematic analysis steps taken 
was conducted 
Myself and my supervisor, analysed the data and my supervisor 
checked and analysed the research throughout the research 
process 
A number of participants were interviewed as a means to 
confirm findings and only those themes that have 2 sources are 
included in the current research (Guba, 1981; Krefting, 1991) 
The limitations of the study and proposals for future 
improvement were outlined in Chapter VI 
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Quality 
assurance 
criterion 
Defining the quality assurance 
criteria 
Means of ensuring quality (Guba, 1981; 
Krefting, 1991; Shenton, 2004) Means of ensuring quality in the current study 
Authenticity Expresses the idea that all data is 
constrained by its place in time and 
context and so any interpretations 
made by the researcher are also 
bound. Through authenticity, the 
multiple realities that exist in the 
constructionist paradigm are 
deemed acceptable and reflective of 
the truth during the process of 
creating that research (Seale, 2002).  
 
Represent a multitude of realities 
Member checking 
Create mutual understanding 
Educate members 
Empower members (Seale, 2002) 
The transcription process is seen as an interpretive exercise and 
although they are a faithful representation of the interview, they 
are not equitable to the interview and are a product in their own 
right that capture the voice of the participants faithfully. 
The findings of the study may be reinvested into the app-based 
taxicab industry, through sharing knowledge created with The 
Movement, an organisation representing app-based taxicab 
drivers. 
Reflecting on the transcription process and decision-making 
around transcription choices, is another way to ensure that 
quality assurance concerns are addressed (Davidson, 2009; 
Oliver, Serovich, & Mason, 2005). 
 
Whilst I find Lincoln and Guba’s criteria useful, particularly the criterion of authenticity, ultimately I take the view that in order to create 
quality research and produce quality data, I have a responsibility (and accept the responsibility) to carry out the current research in a systematic 
fashion, whether that pertains to the data collection, data management, interviews, interpretations, analyses, or writing (Fossey et al., 2002). This 
was my commitment and my goal for assuring the quality of the current research and data. Fossey et al., (2002) sum up my position best by 
stating that quality is achieved by ensuring that the interpretations made reflect the context of the participants and phenomena, stay true and 
close to the words of the participants, and explore the power relations between the researcher and the participants. It was also imperative that the 
steps taken throughout the research were documented and reflected on, whether this pertains to data collection, interpretation, analysis, or 
writing of the research report (Fossey et al., 2002; Eriksson & Kovalainen, 2011).  
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3.12. Ethical considerations 
It is imperative that ethics are considered in the research process in order for 
participants in the research to be protected (Terre Blanche et al., 2006). Ethical 
considerations must be taken into account at all stages of research (Terre Blanche et al., 
2006). Miller (2012) highlights to the researcher that ethical considerations are not just a 
hurdle to jump at the commencement of the research process but rather an aspect of the 
research that should be kept in mind throughout the research, and which can also be revisited 
with participants. It is imperative during the qualitative research process that ethical 
considerations are given due regard. The ethical considerations that specifically pertain to 
qualitative research and the data collection method of interviews, are (a) informed consent, 
(b) determination of the level of confidentiality afforded to the participant, and (c) the 
systematic conducting of interviews (Terre Blanche et al., 2006). As a university student in 
South Africa, conducting research using human participants, I was compelled to approach an 
independent ethics committee in order to be granted permission to conduct the current study 
(Terre Blanche et al., 2006). Specifically, the University of Johannesburg’s Ethics Committee 
took the time to review the current research and determined whether the research may be 
cleared in terms of its ethical considerations. The Committee granted permission to work 
with people in conducting the current research. 
In order to ensure that the principle of autonomy that guides ethical behaviour in 
research and the social sciences is upheld, it is imperative that the ethical conditions of 
informed consent and the right to withdraw from the research at any time are put in place 
(Hammersley & Traianou, 2012). 
3.12.1. Informed consent. Informed consent often refers to a written contract and 
separated from this is written consent for audio recording or note taking (Hammersley & 
Traianou, 2012). I provided participants with an informed consent form, requesting consent 
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to participate in the study and consent to be audio recorded during the interview (Appendix 
B). Informing participants about the nature of the research through the process of informed 
consent involved (a) informing participants why the research was being conducted, (b) the 
steps of the research, (c) giving an overview of who the researcher is and the institution they 
are affiliated to, and (d) the potential instances where the data will be used (Eriksson & 
Kovalainen, 2011).  
Miller (2012) emphasises a potential pitfall in this commonly accepted ethical 
practice in research, by stating that qualitative research is iterative and cyclical. The 
information given to participants when attempting to gain their consent regarding the aims 
and purpose of the research is subject to change during analysis. It is important to keep this in 
mind as a researcher. Thus, in the current study informed consent entailed gaining consent for 
participants to provide data in the form of interviews and to gain consent to audio record 
participants. Hammersley and Traianou (2012) define informed consent to be understood as 
“demanding that researchers ensure people have the information necessary for them to make 
sound decisions about whether or not to give their consent, or to continue participating in the 
research rather than withdrawing from it.” (Hammersley & Traianou, 2012, p. 95). 
Participants were made aware of the nature of the research, and the steps I had taken 
and would take in conducting the research to ensure that no harm may come to participants. I 
informed participants of who I am and that I am a Master’s student at the University of 
Johannesburg, studying Industrial Psychology. I informed them that I had been given 
clearance from the ethics committee of the University of Johannesburg to conduct research 
with human participants, and that the research could do them no harm. I informed them that, 
although I had clearance from the ethics committee, it was their prerogative whether they 
chose to participate in the research. I included in the informed consent form that I would use 
the data in a minor dissertation in partial completion of a Master’s degree in Industrial 
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Psychology, that the data would be securely stored on a password-protected computer (the 
researcher’s own, only) and any hard copies would be securely locked in a cupboard. I alerted 
the participants through informed consent that the data may be used in quotations in the 
research report, but that any identifying information of the participant who supplied the quote 
would be removed with the utmost care. It would be impossible for the quotes to be traced 
back to the participants who supplied them. I informed participants that it may be possible 
that the research (containing an analysis of the data and innumerable quotes) may be 
published and/or presented at conferences, and that recordings of the interviews, either in 
audio form or in the form of transcriptions, would be accessed by my supervisor and fellow 
transcriber. My contact information and the contact information of my supervisor were also 
supplied, should the participants have had any questions or should they have wished to 
withdraw from the study. 
3.12.2. Voluntary participation. Through voluntary participation, participants need 
only provide the researcher with data should they feel inclined to do so of their own accord 
(Eriksson & Kovalainen, 2011). In social science research, it is an ethical imperative to 
ensure that no harm comes to the human participants in a study. One important way to ensure 
that no harm comes to the participants is to ensure that they are participating in the study 
through exercising their own free will, after having been informed that no harm can befall 
them should they participate in the research. It is not always possible to ensure that there is 
voluntary participation in a research study. Although it is the preferred way to go about 
ensuring one has participants for a study (by the researcher) it is also not preferable only to 
have participants who are the type to volunteer as these natural inclinations can bias the 
research findings (as only one type of person has volunteered) (Berg, 2009).  
In the current research study, voluntary participation was pursued as an ideal, 
however an element of persuasion may have entered into the situation when I, as a researcher, 
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approached drivers to request their participation, by engaging them in conversation about 
what I was there to do, reasons why participation would cause them no harm, and how I 
intended to ensure this. Many drivers, upon seeing me out of place in unusual areas not 
usually frequented by young white women, approached me and were friendly to me in 
enquiring what I needed from them as they could see my inclination to approach them. There 
were many drivers who I approached and spoke to who were not willing to participate, based 
on time constraints, inopportune moments, or through a lack of desire to participate. Many 
spoke to me off the record, and I therefore reiterate that only those who were inclined to 
participate did so. There were some participants who also assisted me in finding participants. 
Perhaps they were better able to explain the study to their fellow drivers or their participation 
put others at ease. 
I must note that, although I am a user of app-based taxicab services, I did not use the 
service as a means of finding my sample and engaging drivers in interviews. There was only 
one interview that was conducted subsequent to the ending of a trip I paid for. I was using the 
services of an app-based taxicab on a day when I was visiting many research sites and 
conducting interviews. On explaining my activities to a driver who took me to one such 
place, the driver requested to participate in the study. Other participants were approached on 
foot with no relation to the app or the services whatsoever and there was no intention of 
incentivising the participants at all. In future, should other researchers go about seeking out a 
similar sample, I would recommend a method similar to mine that approaches drivers 
separate to any affiliation with the app or their services. It may be convenient to request a 
driver through the app, either pay for the ride and the time of the driver or cancel the trip to 
conduct the interview but the ethical implications of this appear dire. It is not clear to me that 
requesting the services of a driver and then letting the app run as a meter would, whilst the 
car is parked to conduct the interview safely, be a feasible way to repay the driver for his or 
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her time as I am not sure that the app’s charge according to time alone (as opposed to 
distance travelled) would be adequate. It is also a scenario that forces the driver into 
participation and thus violates the ideals of the ethical considerations. On the other hand, 
requesting rides from drivers via one of the apps, in order to invite them to participate, is also 
an ethically questionable and condemnable act because, as the current research has 
uncovered, the activity score of the driver would be heavily compromised, and would 
threaten future work for the driver. In no way is the use of the application to request drivers 
an acceptable means of securing participation and as such it was therefore never considered a 
feasible option for the current research.  
3.12.3. Right to withdraw. Should a participant decide to withdraw at any time 
during the research process, then he or she may be content in the knowledge that the 
information provided to the researcher, will not be used or disclosed to anyone (Eriksson & 
Kovaiainen, 2011) and that there will be no adverse impact to themselves from their 
withdrawal. At the commencement of interviews with drivers I knew that the drivers were 
most likely engaged in work – their apps were on and they could receive a ride request at any 
time. I knew I would be taking at minimum, half an hour from their work day, up to an hour 
at worst. In discussing their participation in the interview, the right to withdraw was 
instantaneously negotiated. I was prepared to have drivers desert the interview if they were 
requested by a rider. The driver participants and I agreed that, should a request come through 
during the interview, they were free to accept it, leave the interview, and that the information 
obtained through the prematurely severed interview would be discarded. Right to withdraw 
was therefore not an abstract concept in the current study but rather a pressing and practical 
consideration. Furthermore, my contact information and the contact details of my supervisor 
were also provided to the drivers through an information sheet that they kept after the 
interview. This ensured that, should they wish to withdraw from the research even after the 
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interview was concluded, they had the information and means of doing so, thus protecting 
and respecting their right to withdraw from the research at any time. 
3.12.4. Confidentiality. In terms of confidentiality, it is imperative for researchers to 
ensure that there are no identifying features in the reports they compile about the people who 
contributed the data, the organisations involved, or the locations (Hammersley & Traianou, 
2012). Confidentiality is also extended to the researchers’ undertaking to protect the data 
throughout the time of storing the data (Eriksson & Kovalainen, 2011). Data should be 
safeguarded: digital versions of data, reports, transcripts, and recordings, as well as the hard 
copy versions of these aspects of the research, need to be stored in a way that ensures that 
they are not accessible by those outside the research (Hammersley & Traianou, 2012).  
Through the aspect of confidentiality, the researcher aims to keep the identity of the 
people who contributed the data concealed so that they may not be linked to anything said 
during the course of data collection (Hammersley & Traianou, 2012). A process of 
anonymisation can be employed through transcription, in field notes, and in writing the 
research report. Anonymisation entails taking steps to ensure that identities of people 
involved in the research are not revealed. Steps such as changing the names of participants 
(e.g., by providing pseudonyms or labelling them as Participant 1, Participant A, etc.) ensures 
to a greater extent that participants are protected from being identified and subsequently 
harmed through this identification (Hammersley & Traianou, 2012). Locations that could 
have identified participants were also sanitised to reduce the chances of identification 
(Hammersley & Traianou, 2012). In the transcripts and in writing the report, any place 
names, company names, and driver or customer names were removed and replaced with 
generic labels, such as “app-based company 1” or “place”. 
3.12.5. Falsifying data. Ethical practices in qualitative research are not only in place 
for expressly protecting participants from harm but also to ensure that the researcher behaves 
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in an ethical way whilst undertaking the research process. It is imperative to be a critical 
consumer of research in order to ascertain which research is fake, operating under a conflict 
of interest, or with a hidden agenda. The same can be said for the researcher. Researchers 
must ensure that they are not conducting research in order to meet ulterior motives, in order 
to appear to have contributed to knowledge when they have in fact not done so, or when they 
are sponsored financially by an organisation to conduct research that will benefit the 
organisation thus distorting research to achieve these ends (Eriksson & Kovalainen, 2011). 
Researchers can sometimes falsify their data or create fraudulent research that has an impact 
on the scientific research community as it undermines the ethical principles towards which 
the research community and researchers strive. The effect of falsifying data can affect 
subsequent research if the fraud is not detected within the community (Eriksson & 
Kovalainen, 2011). As a researcher, I have endeavoured to conduct the current research with 
integrity and always strove to uphold the ethical practices of the research community. 
3.12.6. Plagiarism. The current research is a scientific endeavour so, considering this, 
it is important to adhere to the ethics expected in scientific research work. It is fundamental to 
the research process to ensure that all work that is not that of the researcher is acknowledged; 
this includes direct quotes as well as ideas of other researchers (Myers, 2013). It is widely 
expected of researchers to be transparent in their research reports, so that consumers of 
research and future researchers are able to follow the line of thinking undertaken during the 
conducting of research (Eriksson & Kovalainen, 2011). Further, researchers share their 
knowledge with consumers of research and fellow researchers and so it is in this spirit that 
the current research was conducted (Eriksson & Kovalainen, 2011).  
Plagiarism refers to the act of claiming the work of others as one’s own (Eriksson & 
Kovalainen, 2011; Myers, 2013). It is essential in order to be a researcher of integrity, to 
acknowledge, through citations and references that adhere to the American Psychological 
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Association (APA) guidelines, the work of researchers who have published their ideas and 
their research findings before you (Eriksson & Kovalainen, 2011). One can become a 
valuable member of the research community when one is diligent about giving credit to other 
researchers in terms of the ideas they have presented, the analyses they have carried out and 
conclusions at which they have arrived, direct quotes of theirs, and by outlining and citing 
their ideas in relation to the formation of one’s own ideas, when their work creates a 
foundation for one’s work (Eriksson & Kovalainen, 2011). Such courtesy and adherence to 
the ethical expectations of scientific work is important for acceptance and fair treatment in 
the research community (Eriksson & Kovalainen, 2011). By undertaking the current research, 
I intended to become a member of the research community by acting with integrity with 
regards to referencing and acknowledging the work of fellow researchers and sources using 
the APA referencing guidelines, and by adhering to the plagiarism policy of the University of 
Johannesburg.  
3.13. Integration 
Chapter III dealt with outlining the research design and methodology employed in the 
conducting of qualitative research into the app-based taxicab industry. The plan followed and 
the intricacies of following and adapting that research design were outlined in full detail to 
showcase to the reader the steps taken to ensure the trustworthiness, quality, and value of the 
current study. Due regard was shown to ethical considerations and how they were addressed; 
quality assurance was reported on, both as potential means of ensuring quality, and as a 
report on the particular quality assurance procedures followed in this study. Employment of 
the qualitative survey design, the use of semi-structured interviews, and the process of 
thematic analysis formulated by Braun and Clarke (2006) allowed for interpretation of the 
everyday experiences of drivers in the app-based taxicab industry. Such insights were made 
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possible through the research design that was underpinned by the constructivist epistemology 
and ontology. 
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CHAPTER IV: FINDINGS 
4.1. Introduction 
The research process continues in Chapter IV, a report on the findings interpreted by 
the researcher from the data collected from 14 drivers in the app-based taxicab industry. The 
dataset was collected in the form of semi-structured interviews that allowed the researcher to 
engage in a thematic analysis. The theoretical element of the thematic analysis allows for the 
dataset to be analysed strictly in line with the theoretical framework guiding the current 
research. Only those codes and themes from the dataset that have contributions to make to the 
current research and its theories of Deviant Workplace Behaviour, Impression Management 
and the newly conceptualised Deviant Impression Management were interpreted. All data 
related to these theoretical frameworks are presented in Table 7, attached hereto as 
Appendix A. 
4.2. Identification of Behaviours 
In order to distil the theoretical contributions that form the objectives of the current 
research, it was pertinent to analyse the dataset in accordance with the theoretical framework 
of Deviant Workplace Behaviour and Impression Management, which led to the refinement 
of the concept, which is the ultimate contribution of the current research, Deviant Impression 
Management. Table 7 (Appendix A) was compiled as an integral part of the analysis and 
summarises neatly the themes of the research. Through the many steps that led to the final 
compilation of Table 7, it became clear to the researcher that overarching themes were not a 
feasible means of organising and interpreting the dataset and instead categories were 
employed to enact a similar purpose, organising and structuring the evidence and themes of 
the current research. The categories were formulated according to the apparent “actor” in 
each interaction, namely the Driver, Rider, or Organisation. These categories appear in 
Table 7 and appear in the analysis, findings, and interpretation of findings in the current 
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research to meet the research objectives of determining whether the theories of Impression 
Management and Deviant Workplace Behaviour combine in a meaningful manner. 
The themes were arranged in Table 7 according to the categories of Driver, Rider, and 
Organisation. The themes were placed under these categories in descending order of 
frequencies. Frequencies used here are merely a means of tracking the analysis and should 
not be interpreted to mean that the frequency of data in any way illustrates its quality or 
importance to the researcher.  
In Table 7, the theme that was interpreted in line with the original theory of 
Impression Management, being Rendering Deviant Favours, was labelled with the term 
“Original Theory” in parentheses to highlight immediately that this theme corroborates the 
original theory of Gardner and Martinko (1988).  
4.3. Report on Deviant Impression Management Behaviours 
What follows is a report on the thematic analysis conducted in order to determine the 
contributions that may be made by combining Deviant Workplace Behaviour theory and 
Impression Management Theory to conceive Deviant Impression Management. The intricate 
nature of the current research, influenced by two theoretical frameworks, namely the theories 
of Deviant Workplace Behaviour and Impression Management, has made this analysis a 
delicate operation, requiring constant attention, numerous revisions to the codes and themes, 
and ultimately informed the decision to employ categories to organise the data as opposed to 
using overarching themes and subthemes. The use of categories: Driver, Rider, and 
Organisation were used to frame the themes that are ultimately free-standing under these 
categories. Only findings related to Deviant Impression Management are analysed for the 
current research, in line with the research objectives.  
In the report that follows, each theme will be addressed under each category and are 
analysed to crystallise understanding of the concept of Deviant Impression Management 
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interpreted in the current research based on the current analysis. Each theme under each 
category is illustrative of Deviant Impression Management behaviours. 
4.3.1. Category 1: Drivers. The behaviour interpreted from the data below is 
performed by the drivers in the app-based taxicab setting. The driver is the service provider, 
offering the ride sharing service to riders. Through this sense-making within Table 7 it was 
possible to determine that eight themes in total relate specifically to Deviant Impression 
Management and assisted in creating the below analysis. 
Interpretation and compilation of themes in this analysis convey behaviours that each 
actor uses; in this case the behaviours that drivers use that are motivated by their desire to 
bring about certain impressions of themselves in targets or audiences; defy company policy 
that may benefit themselves, other organisational members, customers, and/or competitors; 
and impress targets (riders, the organisation, and/or competitors), or to manage impressions 
so that behaviour actively misaligned to company policy does not have an adverse effect on 
their reputation or impression according to the target (riders, the organisation, and/or 
competitors).  
Driver Theme 1: Rendering Deviant Favours (from the original theory) 
Rendering favours requires that the actor be of service to the audience. In the context 
of the app-based taxicab industry, the behaviour of rendering favours sees that the driver 
avails himself to the passenger (audience) in a deviant fashion, thus the theme was labelled 
Rendering Deviant Favours. 
Drivers may render favours to customers as a means of creating a favourable 
impression in the client. The impression created is tangible and measurable in the form of the 
rating.  
“Ja, they’ve got more power in our, in our company because you only email, they 
only email. We as drivers we take uh, we take everything as five-star service, ja even 
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if you can do that favour of stopping at Mc Donalds everywhere you’re asked to stop, 
you do it in the purpose of getting a five-star service.” (Paddler) 
Paddler accedes to the additional requests of the passenger during trips that he is 
servicing. He makes extra stops at fast food outlets that are not depicted on the trip itinerary 
initially displayed when he accepts a customer’s application request. It is presumably the 
passenger who verbally makes these requests once having boarded the vehicle and en route to 
the predetermined final destination. The reasoning offered by Paddler for making extra stops 
not previously agreed upon in the application is for the direct purpose of obtaining a five-star 
rating from the passenger in return for this favour rendered.  
Further to this point, the requested favour from the passenger could lead the driver to 
behave in a manner that is against the policies of the organisation or the law. 
 “You’re not allowed. It’s a policy of the – it’s national policy for the country, to start 
with. Before it can be [App-based Company 1]6 policy but, it’s a national policy for 
the country, for South Africa, so you don’t – they didn’t have to exactly describe 
speed limit but the customer will ask you to do it anyway, the funny part… The funny 
part, the tricky part is, if you don’t do it, they will rate you bad! [laughs]” (Diver) 
“Ah! They will tell you that whenever you experience such a problem you complete 
the trip or cancel the trip and leave the person, right there! At that uh, scene, ja so 
sometimes, you—you feel sorry for the person, you take him with his, uh, dangerous 
                                                 
6 Because I only sought permission from the participants and not the app-based taxicab organisations, I decided 
not to disclose the names of the organisations in the findings section, where the participants made reference to 
them. This helps protect the organisations, which were not participants in the study, as well as the identity of the 
drivers who may fear being identified by their utterances. Instead, the organisations are referred to as App-based 
Company 1 or 2. 
In the same way, if I had sought participation from marketers in the FMCG industry, I would not need the 
permission of the organisation in which they work, so I did not seek organisational permission to conduct my 
study. My supervisor consulted other academics and they concurred with this decision. Policies referred to 
remain visible as they exist in the public domain.  
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drugs, take him back to where he was. Just for the sake of you know getting money, or 
ja, getting a good service from, ja, the rider.” (Paddler) 
Diver and Paddler describe scenarios where, despite legal and organisational 
prohibitions on certain behaviours and activities, such as speeding and facilitating drug deals, 
drivers are engaged in such behaviours for the sake of impressing customers and influencing 
a higher star rating. The actor (driver) uses Deviant Workplace Behaviours (defies the 
policies of the organisation) in order to create a favourable impression of himself with clients.  
Passengers request behaviours from the driver that go against company policy and 
ultimately the law, and since it is the customer that rates the driver and the rating has an 
effect on the longevity and sustainability of the driver’s business and livelihood, the driver is 
in a position where compliance with such requests has a long-term benefit for the driver. It 
may then follow that if drivers were to refuse engaging in such activities and rendering the 
deviant favours requested of them, their business would be compromised. If the driver were 
to deny rendering the deviant favours, the client may look unfavourably upon the driver. To 
ensure a favourable impression is impressed upon the rider, the driver acquiesces to the 
request of the deviant favour by the rider. This acquiescence brings about a fragile coalition – 
fragile in the sense that whilst the driver and rider are working to enact the same deviant 
behaviour, the negative consequences that may arise are not shared as the driver may bear the 
consequences. 
“As I did them a favour to take five passengers and then I tried to talk to them just to 
wipe off their mess, and then one of them became rude and then started telling me, 
he’s going to write for [App-based Company 1] and tell [App-based Company 1] 
everything that I told him, so now I appeared as a bad person, as it’s them who asked 
me to take five of them” (Paddler) 
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The fragile coalition that ensues from customer requests for driver deviance is evident 
in Paddler’s description of events when he allowed customers to overload his vehicle, at the 
customer’s request. The driver will never directly know what rating is attributable to which 
trip or customer but, through rendering the favour, the driver and the passenger make an 
unspoken deal, forming a transactional relationship. By rendering a favour, the driver in some 
ways obligates the passenger into the act of furnishing the driver with five stars. The 
organisation no longer forces its clients to rate drivers, whereas drivers are always forced to 
rate riders. Whilst the rider is not obligated to rate the driver through the authority of the 
organisation, the passenger is compelled to rate the driver in the favour rendering scenario 
because of the transactional relationship entered into. 
The driver broke company policy (which states that the rules of the country’s roads 
should be followed) at the request of the rider. The driver and rider were temporarily aligned 
in combined action, the rider would look favourably on the driver for this combined 
allegiance to the deviant activities, and the hope of the driver would be for the passenger to 
rate the driver in accordance with this favourability.  
The psychological contract entered into by the rider (audience) and driver (actor) is 
weak and prone to violation. The coalition breaks down easily (characteristic of its fragility) 
when one passenger is physically ill in the vehicle. The driver requests that the passenger 
cleans his own waste, mistakenly thinking that the coalition is more solid than it is in reality. 
The passenger turns on the driver, revealing the mistaken illusion of the alliance the rider 
initiated when the rider threatens to reveal the deviant activity of the driver directly to the 
organisation through a complaint on the application. Any conjoined blame for the deviance is 
shifted by the rider to the driver, ruining his impression with the organisation and ultimately 
threatening the continuity of his business; not to mention the threat of reprimand from the 
organisation, which brings the driver to the organisation’s attention in a diminished light.  
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The Deviant Impression Management technique of using Deviant Workplace 
Behaviour to manage impressions with clients is a precarious strategy. It is a mutually 
beneficial setup until that mutual benefit breaks down. Also, it appears that Deviant 
Impression Management, where Deviant Workplace Behaviour is enacted in order to bring 
about a favourable impression, is fraught with power dynamics. The one who reneges on 
taking their portion of blame for the deviance can shift the impression of the other party. It is 
as though whilst the audience has the power to perceive the actor in a favourable light for 
playing their part in deviant behaviours, it is also the audience who is able to evaluate that 
perception as a negative impression, knowing full well that the actor’s intention was to 
impress the audience through the use of the deviant behaviour. The client implicates the 
driver in Deviant Workplace Behaviour, manipulating the driver’s reliance on creating 
favourable impressions that translate into tangible star ratings for their own advantage. The 
client has more sway with the organisation – who is orientated towards customers – and 
leverages their power with the organisation to the lay the blame for the Deviant Workplace 
Behaviour on the driver. The Deviant Impression Management strategy of the driver is 
precarious as the client is able to rely on the organisation’s bias towards clients and twist the 
truth of the encounter in order to lay blame with the driver.   
Driver Theme 2: Politely Requesting Higher Ratings from Riders 
Star ratings that indicate the service standards, favourable behaviours, and overall 
positive or negative impression of the drivers, are manipulated through drivers’ politely 
requesting that riders evaluate them with higher star ratings than perhaps they would have if 
they were left to rate the driver without interference, which is perhaps what is intended by the 
organisations. 
“You are not familiar with the place and the people, [so] you just go to the place 
where you are familiar with the people and then those people, whoever you give a 
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ride to, you tell them, ‘no my rates are down; can you give me five star[s]?’; each one 
of them you tell them to give you five star[s], then the rates [go] up again.” (Skater) 
“I’m trying by all means to pick up. Yes. I encourage my clients, ‘Can you please rate 
me nicely?’ then they do that.” (Sprinter) 
Such requests are perhaps innocuous to a rider who is the target of such behaviour but 
there is a subtle attempt made by the drivers to manipulate their ratings in order to avert the 
risk of low star ratings, which results in their being blocked from the application, suspending 
the account of the driver, and delaying his earning potential as business halts, temporarily or 
indefinitely. In this exchange with a rider there may be a quid pro quo attitude that arises, in 
that a rider may also desire higher ratings (in society there is social status that accompanies a 
rider’s high star rating – people compare their ratings in social settings) and by upholding 
their end of the bargain—agreeing to rate the driver with the requested five stars—the driver 
may then also return the favour and rate the rider with five stars.  
There is an element of both Deviant Workplace Behaviour and Impression 
Management that indicates an incidence of Deviant Impression Management. To actively 
influence a rider to augment one’s ratings could be perceived as a transgression against the 
norms of the organisation, where the rating system is intended to regulate the industry, 
ensuring high service standards, safety, and satisfied riders. If drivers are in any way involved 
in such rating systems where they should not be, then they are behaving in a deviant fashion. 
The deviant behaviour is engaged in for the reason of improving drivers’ star ratings, which 
is arguably a reflection of the impression they impress upon their riders and which other 
riders may use to evaluate their driver before accepting their services. For a driver to 
influence the rating in this manner, the system that future riders rely on to evaluate their 
drivers before commencing the trip with them is compromised. The Deviant Workplace 
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Behaviour (requesting higher ratings) improves the ratings, which reflects a more favourable 
impression. 
Both Skater and Sprinter appear to determine that this is an effective method of 
improving one’s ratings (impression) and thus reduces the risk they face of being blocked. 
The drivers are more in control of their longevity in the organisations they operate in when 
engaging in this behaviour. It is an effective, low-risk, and subtle strategy to use to safeguard 
one’s business and augment favourable impressions. 
The politeness of their request is also an element of the Impression Management 
component of the Deviant Impression Management. The politeness enhances the likelihood 
that the rider will comply with their request. Skater is further able to ensure his success in 
manipulating the ratings by enacting the behaviour of Politely Requesting Higher Ratings in a 
location with which people with whom he is familiar. The driver may have a perception that 
the familiarity of the surroundings and people would lead to the requests being more likely to 
be successful. 
Driver Theme 3: Lying to the Rider 
Lying is an intuitively deviant act and widely held by society as a negative action to 
engage in. Drivers here appear to engage in the act of lying in order to calm riders in their 
vehicles. Lies are told by drivers to create certain impressions.  
“It depends if, … at some point whereby you find that you’re going something like uh, 
80, né? And then the speed limit is 120, you stick to 120. The car is always on the 
speed ja, you stick to 120. You’re not breaking any rule. Ja, so you just lie to them: 
‘I’m going 130’, but you’re going 120.” (Boxer) 
Riders may request that drivers engage in deviant behaviour for the benefit of the 
rider, such as exceeding the speed limit. Such requests put drivers under pressure as they are 
aware of both organisational policies and a country’s law enforcement policies that govern a 
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road’s speed limit. Speeding endangers the rider, the driver, and other road users. The 
organisation may also be harmed in the process if they gain a reputation for dangerous 
driving and excessive speeding. If, unlike Boxer, a driver has not determined alternative 
strategies to manage such a situation, such pressure from a paying customer who then also 
rates the driver subsequent to their transaction (where ratings have been established as a 
means by which drivers maintain their driving profiles and longevity in the organisation) 
could lead a driver to feel compelled to engage in deviant behaviours (such as speeding, in 
this example, but this could include any number of illegal practices). Boxer highlights his 
strategy by asserting his use of lying as a behaviour to manage such a difficult situation with 
a rider. By lying to a rider about the speed at which he is in fact travelling, inflating the speed 
in his lie, he deceives the client into thinking that he has complied with the deviant request of 
the rider to speed, impressing the rider in the process. The rider would presumably be pleased 
with the driver’s compliance with the request made and the rider would feel their tension ease 
as the driver is now accommodating the rider in their desired speed of the vehicle. Through 
this strategy, any tension and arguments that may arise between the driver and the rider are 
alleviated and the service appears tailor-made to the rider’s request. The rider may thus look 
favourably upon the driver. It follows that, through the deviant action of the driver (the lying 
as opposed to the speeding), a favourable impression of the driver has formed in the client. 
Deviant Impression Management has been engaged in by the driver in the form of using 
deviant behaviour to manage impressions. It is certainly non-normative to make a habit of 
lying to clients and so the act of lying may be considered as a deviant behaviour. It is 
arguably a lesser evil than speeding would be, but it delivers the same result that actual 
engagement in the deviant behaviour of speeding would create. It is a useful strategy for 
safeguarding the relationship tentatively formulated between driver and rider and 
safeguarding the ratings of the driver in turn. 
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Other lies may be told in order to protect the driver from being discovered in a 
deviant act perpetrated by the driver alone. 
“But if you are smart enough as a driver when they ask you, ‘why you didn’t turn 
here?’ you just say ‘what are you, what are you using, ma’am?’ / ‘Oh I’m using 
Google Maps.’ / ‘No, I’m using Waze; it says we should take the next offramp.’ That 
one is very smart, you must, you must never do that again as a driver. You know very 
well that he’s watching you.” (Gymnast) 
Lying, an inherently deviant act, may be used as a means of concealing another 
deviant behaviour. The deviant behaviour is compounded in this case. Both lying and the 
deviant behaviour of deliberately taking a longer route or perhaps the driver has mistakenly 
missed a turn – in either case, the driver is concealing a missed turn by lying about the cause 
of the turn. Having missed a turn, presumably to elongate the trip and earn more money from 
the rider in doing so, the driver is discovered to have missed the turn by the rider and the 
rider questions the driver about the infraction. The driver is able to shift the blame away from 
himself by instead blaming the navigation system employed. By knowing that there are 
multiple navigation tools to be used, the driver is able to blame the differing routes that 
different navigation software may produce for his deviation from the route the client had in 
mind. Through the lie, the rider’s potential dissatisfaction at having to take a detour is 
lessened by the deception conducted by the driver. Furthermore, now being certain that the 
rider is monitoring the driver, the driver is able to modify his behaviour to one free of 
Deviant Workplace Behaviour so as to please the vigilant client and impress a favourable 
image on the client. The deviance of lying has been used to restore a favourable impression. 
Deviance has been used to manage impressions. 
 4.3.2. Category 2: Riders. The behaviour interpreted from the data below is 
perpetrated by the rider as experienced by the driver in the taxicab setting, and is referred to 
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as Deviant Customer Behaviour. The customer requests the services of a driver through 
whichever organisation’s application they use. The rider expects a service that is prompt, safe 
to use, and characterised by the professionalism of the drivers. Since commuters in the South 
African setting have limited choice regarding transportation (private cars are common, to 
those who can afford them; minibus taxis are a form of public transport that was established 
in the apartheid era; and metered taxicabs were for a long time the only taxi option for 
personal use), app-based taxicab services were a welcome addition. Not only is it a fairly 
cheap option, but it is also marketed as a safe option (it is posited as being cheaper than 
owning a vehicle, far safer and more exclusive than a minibus taxi, and a reliable and prompt 
alternative to metered taxis, which are notoriously decrepit). In terms of the theoretical 
frameworks of the current research, the interactions characteristic of Impression Management 
and Deviant Workplace Behaviour are comprised of an actor and a target, or audience. Since 
the service encounter in the app-based taxicab industry has both an actor and audience, it is 
important to focus on the influence of the rider as the actor in their Deviant Customer 
Behaviour. The motivations behind Deviant Impression Management may differ according to 
the actor, in this case the rider. 
Themes (Behaviours) 
The themes of the current category, Riders, highlights the behaviour that the rider as 
the actor in the interaction with drivers engage in. The behaviours engaged in are enacted in a 
social interaction where a service is provided by the driver for the passenger. There are 
expectations about the service that the rider holds, and pressures that the driver faces in 
conducting their e-hailing service. Each theme discussed in turn under this category of 
Riders, explores the Deviant Impression Management behaviours enacted by clients in order 
to bring about preferred impressions. 
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Rider Theme 1: Rude Riders 
Organisations from the app-based taxicab industry attempt to regulate behaviours of 
both driver and rider. For the purposes of understanding themes in the Rider category, the 
focus is on the rider-centred policies only. Policies attempt to regulate riders’ interactions 
with drivers. Prohibitions are made against inappropriate behaviours such as the use of 
aggressive, abusive, and discriminatory language. Despite these directives, drivers encounter 
such behaviour from riders, making these Deviant Customer Behaviours. 
“Uh, I’m always down hey. But I never had an experience. Maybe I can have an 
experience arguing while the network—I can’t find the location nicely. [Changes 
voice] ‘Where are you, I’ve been waiting here!’ [Returns to normal voice] Something 
like that hey. [Changes voice again] ‘I can’t see you!’” (Swimmer) 
“It’s not easy to identify him whether—maybe, especially maybe he is in a hurry, ja, 
that’s where maybe they usually be rude.” (Swimmer) 
 “Ja, so you make sure that you’re always polite, ja. You need not uh, be on the 
rider’s situation whereby maybe if uh, he says [Shouting aggressively] ‘Hey! Can you 
switch on the aircon!’ [At a normal volume] You don’t have to say, ‘No! No! Keep 
down! Keep down!’ No. You just have to follow the— the— the instructions.” 
(Paddler) 
As was noted under Driver Theme 1, after rendering a deviant favour by allowing his 
car to be overloaded, then having to ask the passengers to clean up their mess when 
one became sick, “then one of them became rude” (Paddler). 
Riders in the app-based taxicab industry appear to behave in aggressive, rude, and 
disrespectful ways that are targeted at drivers who provide the service to riders despite 
organisational policies directed at customers that prohibit such behaviours. The deviance of 
riders breaking the organisational policies frames the behaviour as Deviant Customer 
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Behaviour. The question to explore from that point onwards is where the impression 
management element of the proposed finding of deviant impression management in the 
behaviour of Rude Riders comes into play. What impression is the rider wishing to portray 
when behaving in a rude manner? To get to the answer, it is imperative to first explore the 
goal of the rude behaviour engaged in by riders.  
The quotes of Swimmer and Paddler appear to show that riders behave rudely or 
aggressively when they perceive a violation in the service they receive. Riders are demanding 
and have high expectations for the service encounter, which if not met, lead to aggression and 
rude outbursts. The goal in behaving as such is then to rectify and obtain the service 
standards that will satisfy the client. One insight offered in Paddler’s last quote shows that the 
rider may also behave in a rude fashion in order to get their way, in order to be served, in 
order to avoid consequences of their own actions (such as having to clean their own mess, 
thereby avoiding getting dirty or paying for the clean-up) by instead rudely threatening the 
driver to oppress the driver’s demands that the rider(s) restore the vehicle to the order in 
which they found it. 
The impression preferred by the rider that requires the use of Deviant Customer 
Behaviour is aligned with the customer orientation in service organisations – that the 
“customer is king” or that the “customer is always right” – therefore the image pursued when 
customers engage in Deviant Customer Behaviour is one of customer sovereignty. The rider 
appears to take on the approach in the service encounter that the driver is available to serve 
the rider. That the driver must please the rider, whose satisfaction is of the utmost importance 
in the encounter. It appears the rider thinks that politeness is not required by a sovereign who 
enjoys authority, who commands others, and who is served by others. Respect for others 
becomes less important, and less required for the sovereign.  
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There are structures in place that also facilitate the image of sovereign preferred by 
the rider, such as the importance of customer’s ratings of drivers, the customer orientation 
that aims to satisfy customers present in the organisations, as well as the bias towards 
customers in disputes. The service providers take the brunt of rider dissatisfaction as they are 
the contact point between the rider and the organisation and engage in face-to-face service 
provision. The deviant customer behaviour—rudeness—of the rider is instrumental in 
bringing about the preferred image of sovereign. As an equation, the use of rudeness as a 
deviant customer behaviour allows for the rider to manage their impressions in a preferred 
manner, which is to appear as sovereign in the service encounter, and it is through the 
rudeness that such an image is achieved. 
Rider Theme 2: Lying Riders 
When difficulties within the service encounter arise or are orchestrated by the rider, 
they will articulate false truths about the driver to law enforcement authorities, the 
organisations, or the driver directly for personal benefit, perhaps to get discounts or refunds. 
“Yes. For your ratings. If you don’t do it, they get out of the car, they give you one 
star and then they said the driver was very rude and they can add the story that they 
want to add there. That’s the thing…” (Diver) 
Riders act deviantly, not only through their telling of lies to cast drivers as villains for 
their personal benefit, but they also appear to break companies’ policies in their false 
accusation and false complaints made against drivers through the application. Fabricating 
complaints through the application is prohibited in company policies and these riders act 
deviantly by contradicting this policy in their actions in order to create a preferred 
impression.  
In Diver’s account, the motivation behind the rider’s fabricated reports against the 
driver are motivated based on the driver’s refusal to behave in a manner requested by the 
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rider, to get revenge for non-compliance on the part of the driver. The consequences of this 
are dire for the driver who is now at risk of being blocked from conducting business. 
Although the organisation sanctions the driver’s refusal to comply with deviant customer 
requests as such a denial would prevent them from engaging in Deviant Workplace 
Behaviour, ultimately the complaint laid by the rider casts a shadow over the drivers’ credible 
actions. The rider portrays a preferred image to the organisation by fabricating complaints 
about the driver, which is a means to portray themselves as a victim of inferior service.  
 “Let’s say maybe for instance you … still continue with the trip and uh, on the way 
you meet the cops, and the cops stop you, and they search the car, found the drugs in 
your car, and then the rider denies that those things are his things. And you are in 
trouble so sometimes you just risk such things…” (Paddler) 
In contrast to Diver’s refusal to participate in Deviant Workplace Behaviour at the 
rider’s request, Paddler explores the ramifications of complying with deviant customer 
requests. If a rider had gotten the driver to agree to transport drugs, the driver puts themselves 
at risk of being punished, not only by the organisation but law enforcement authorities. The 
rider is capable of lying about the involvement of the driver in the crime and is able to 
implicate the driver in the illegal activities. The lying of the rider, a Deviant Customer 
Behaviour, creates an impression in the law enforcement authorities that the driver is a part of 
the crime, thus allowing the customer to manage their own impression as one of innocence. 
Deviant Customer Behaviour such as lying can thus be used to influence their own 
impression, where they shift blame away from themselves, or dilute the blame that is 
apportioned to them, despite the fact that it was their actions that brought about the difficulty. 
The deviant request of the rider puts pressure on the driver to enact behaviour to ensure that 
the service is pleasing to the rider; the rider knows this and uses this power they hold to their 
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advantage. The rider uses the Deviant Customer Behaviour of lying in order to bring about a 
preferred impression, one of innocence. 
4.3.3. Category 3: Organisation. The “Organisation” category of the analysis 
examines and interprets the organisational elements in the app-based taxicab industry that 
impact the behaviour of the drivers and riders. The app-based taxicab organisations relevant 
to this category exist in a shared economy where transactions are made online and the 
organisation provides the technological platform and none of the assets. Organisations supply 
the means of conducting the transactions but none of the goods, services, or assets required to 
operate the business feasibly. The organisation does not even technically employ the 
“employees” in the organisation. In the app-based taxicab industry, the organisations provide 
the technology (the applications) required to run the business of the driver digitally and they 
charge for the use of their application platform (usually between 15% and 30%) and stipulate 
the terms of use for those affiliated with the platform in the shared economy.  
Any policies and procedures associated with the use of the application are set up by 
the organisation; any changes made to the business model and the application are made at the 
sole discretion of the organisation. Any grievances between riders and drivers are mediated 
through the organisation’s application and by the organisation. The deviant behaviours of 
both drivers and riders have been investigated above through the analyses of those categories 
and now it is possible to interpret not only the role that the organisations play in bringing 
about the deviance in drivers and riders but also to determine any deviance on the part of the 
organisation itself. The organisation may also manage impressions, and this may be enacted 
in a deviant fashion, of interest in determining Deviant Impression Management from the 
Organisational perspective. 
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Themes (Behaviours) 
Themes in this analysis have been interpreted and compiled according to the actor 
who uses the types of behaviours; in this case, the focus is on behaviours that the organisation 
uses to conduct its business, to coordinate drivers and riders, to ensure the smooth running of 
the business, maintain its reputation, and ensure the satisfaction of the riders. Whatever 
policies exist in the organisation are a product of the organisation directly. Part of the focus 
of this study is to determine incidences where drivers and riders break organisational policies 
and influence each other to violate organisational policies. Following this, the focus on 
organisations could illuminate the deviance within the organisational behaviours and the 
impression that is affected through these Deviant Organisational Behaviours. The focus in 
this section is thus on the organisation as the actor of the Deviant Impression Management 
behaviour. 
Organisation Theme 1: Conflicting Policies 
In the theme “Conflicting Policies” the impact of policies designed and implemented 
by organisations in the app-based taxicab industry are investigated, particularly those that are 
contradictory in nature. The particular policies that are seen as contradictory all seem to be 
around cancellation of trips (by drivers or riders). When drivers or riders cancel trips, or fail 
to complete trips, the driver’s activity score (a score calculated by the software, based on a 
driver’s completion of trips) dwindles, putting the driver at risk of having his or her driving 
profile on the platform blocked. The policy in direct conflict with this policy is one which 
stipulates that if riders do not meet the driver 5 minutes after arrival (which is alerted to the 
rider), the driver may cancel the trip. Yet when drivers cancel trips based on the tardiness of a 
rider, their activity score is affected and they are at risk of having their account blocked.  
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“Exactly. When you cancel, … your activity score like, drops. And when it drops to a 
certain percentage, … there comes a time when they—they say they are blocking 
you.” (Weightlifter) 
“They said I’ve cancelled too many rides. That’s the message, but however they say 
we’re only allowed to wait for 5 minutes and then we can cancel the trip. So now, we 
are avoiding to cancel those trips, after 5 minutes.” (Diver) 
“Yes I’ve got ratings. Yes, … when clients request two or three times, they cancel 
[and] your ratings go down; the moment your ratings go down you are nearly … 
blocked. But I am not the one who requested, I’m not the one who’s cancelling. It’s 
the client. So now I need to suffer because the clients they requested and cancel. You 
see, it’s not fair.” (Wrestler) 
The contradiction in directions by the organisation, both to avoid waiting too long for 
tardy riders and to avoid failing to complete trips to their natural conclusion, put intense 
pressure on drivers and a trade-off has to be made by them. Either they risk being blocked by 
the organisation if they avoid waiting for slow riders because cancelling on a rider negatively 
impacts the activity score, or the driver ignores the organisational policy to cancel trips after 
waiting lengthy periods for riders and instead waits far longer than the organisation’s 
stipulated 5 minutes. By waiting instead for riders who take their time to enter the vehicle in 
order to avoid the penalties associated with cancelled rides, drivers experience reduced 
efficiency in their business. One ride could take up to 25 minutes longer than anticipated by 
the organisation. The rate of collecting new rides is slowed dramatically as more time is spent 
on one client, preventing opportunities for other trip requests to reach the driver. In knowing 
this, a driver may get frustrated, may be forced to work longer hours to make up for the lost 
revenue and time, and feel the imminent threat of being blocked by the organisation for 
flouting organisational policy. Through these paradoxical policies the organisation sets the 
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driver up to break organisational policies. Either the driver breaks the policy of keeping up 
their activity score, or the driver waits longer than stipulated for riders.  
Further concerning consequences of these conflicting policies are brought about by 
rider actions. The rider is able to cancel rides as many times as they please (if the driver has 
accepted the request), which negatively affects the activity score of the driver, endangering 
the business of the driver as such effects on the activity score lead to the greater likelihood of 
being blocked. The organisation has policies of activity scores linked to waiting periods and 
the cancellation of rides for drivers, but no such corresponding policies for the clients. 
Having a policy affect one and not the other is a contradiction that puts pressure on the 
driver. There is a double standard here: free actions of the rider adversely affect the driver, no 
matter the behaviour of the driver. The driver is not only under pressure to manage the 
contradictory policies and its effects on their business but they also perceive unfairness in the 
disparate treatment between the driver and the rider.  
Deactivation policies of organisations try to ensure the reliability of the e-hailing 
service. The organisations prefer a maximum cancellation rate of 5%. The cancellation rate is 
compared with rates of other drivers and any drivers that exceed the average of drivers in 
their city are subject to having their access to their account revoked and are at risk of having 
their accounts blocked if they consistently exceed the maximum cancellation rate.  
 “And then, eh, there is another thing which I think is unfair to us, because it’s like 
eh, when you get a request from, eh, a squatter camp or in an area that you don’t 
trust, né, it’s like, … let’s say if I reject five trips from a squatter camp, né? Uh, my 
activity score drops. And then them there by the offices, eh, they will block my 
account.” (Climber) 
“Exactly. When you cancel, … your activity score like, drops. And when it drops to a 
certain percentage, … there comes a time when they- they say they are blocking you. 
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But you, you can’t just uh, uh, uh deliberately, uh cancel your ride, ’cause you are out 
… to make sure … we take all the rides so that we—we make as, as much money as, 
as we can. So like we can’t deliberately ca—cancel rides. But there are some rides 
that you see, no, I’m—this is not a safe ride, like I’m not safe here.” (Weightlifter) 
Drivers appear to feel a need to cancel trips because of safety concerns. Drivers feel 
endangered at times when conducting their business, and although they cancel in order to 
protect themselves from harm and danger, they risk their business. They are forced to make a 
decision to protect themselves or protect their business. In the South African context, safety 
should be of great concern. Not only are drivers endangered by disgruntled affiliates to the 
metered taxicab industry, who pose a threat to the life of app-based taxicab drivers, but they 
also face danger in the South African environment, from violent crime. Perhaps the 
organisation should calculate their average maximum rate of cancellation with crime, 
location, and time of day taken into consideration, allowing more leeway than organisations 
in international cities would. Examination of contradictory policy would ensure that drivers 
are not forced to engage in either deviant workplace behaviour. 
Organisation Theme 2: Privileging Riders over Drivers  
The organisation appears to treat drivers and riders differently. Any policies made, 
whether they are applicable to both drivers and riders, or whether they affect drivers only (as 
with the cancellation policy above), still privilege the rider. The organisation appears to show 
leniency towards riders that they would not show towards drivers. There appears to be a 
customer orientation in these organisations. The rider is seen as “always being right” as a 
means to ensure that the clientele is preserved. The loyalty of the rider is privileged over the 
job security of the driver. The supply of riders is seen as finite, compared to the seemingly (in 
the eyes of the organisations) endless supply of drivers. 
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 “We feel like the customers are more important than us, ja, because you know when, 
when you want to be [an App-based Company 1] customer, it’s as easy as getting into 
the shop and buy[ing] bread. You know there’s no vetting, nothing done whatsoever.” 
(Diver) 
“Remember one thing, you—you don’t know the person that you are going to pick up. 
But they know you, isn’t it?” (Rower) 
The organisational processes are expounded on from the drivers’ perspectives. The 
registration information required from drivers and riders from the organisation are unalike. 
Drivers highlight the unfairness they feel in this contrast between demands made of the driver 
that are not made of the rider by the organisations in registering profiles with the platforms. 
Diver highlights that drivers are vetted before they may become registered on the platform, 
whereas riders have a simplistic registration process, and this distinction between the 
processes devised by the organisations show the importance of riders to the organisation. The 
value of the rider as opposed to the driver is emphasised in the organisation through these 
processes. 
To compound the feelings of unfairness and devaluation that these organisational 
policies place on the driver, there are further consequences to vetting drivers and not riders in 
the same manner. Drivers provide information to the organisation that is displayed to riders 
through the application to assure riders of the recourse they may take if endangered by a 
driver because, through the information they provide, they are traceable. The same cannot be 
said for riders. Riders provide their name, phone number, email address, and the provision of 
a credit card is optional. Drivers only have access to the rider’s name and rating, however. 
There is a privileging of the privacy of the rider over the privacy of the driver. There is also a 
privileging of the rider as being less threatening than a driver. The organisation’s collecting 
such delicate information of the driver, but not the same for riders, reveals a hidden 
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assumption from the organisation that the rider needs to be protected from the driver, as the 
driver could pose a danger to the riders and ultimately the organisation, yet the rider is not 
seen to pose the same risk to the driver. The innocence of the rider is a foregone assumption 
for the organisation, and from this springs the feelings of injustice felt by the drivers. The 
privileging of the rider by the organisation is a manifestation of the customer orientation in 
the organisational processes devised by the organisation.  
“They prefer listening to the customers first … so like most of the times, you- you find 
most of our guys they’ve been uh deactivated like without uh them like listening to, to 
both sides of the stories.” (Weightlifter) 
 “Then it means you’re gonna come and, and tell them what’s happening, what’s 
wrong, why are you getting low rating[s] and why uh, you are blocked. You’re gonna 
tell them. Or else they will provide answers for you, they will tell you ‘it’s either 
you’re not doing what eh, customers expect you to do.’” (Paddler) 
Reprimanding of drivers by the organisation also appears to have a bias towards the 
rider. The organisations have reputations to preserve. A reputation of safety is harnessed 
through having access to the private information of the drivers and vetting drivers 
thoroughly. Riders are protected from danger through this process and other strangers do not 
share rides with clients so the rider is given a sense of security through this process. The 
feedback process is encouraged and riders and drivers may make reports of any difficulties or 
dissatisfactory trips that have taken place.  
A rider’s description of events and concerns with a trip appear to be privileged over 
the explanations provided by drivers. Weightlifter believes the rider is heard first in a dispute, 
not only in sequence, but also that the account given by the rider is the only account found to 
carry any weight by the organisation. “Both sides of the story” are not perceived to be 
relevant to the organisation; only the story put forward by the rider is. The consequences of a 
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dispute between a driver and a rider or the consequences of dissatisfaction felt and expressed 
by the rider has tremendous consequences for the driver. The driver is at risk of having his or 
her profile permanently blocked. When a driver is in a position to account to the organisation, 
the organisation has predetermined explanations for the driver’s position. Paddler describes 
how, when accounting to the organisation in such a predicament, the organisation offers an 
explanation of events as the driver’s failure to meet the expectations of the rider. The client-
orientated position of the organisation shows a predilection for the organisation to blame the 
driver for any dissatisfaction from the rider; however, the innocence of the rider is not a 
foregone conclusion as the organisation appears to assume. The customer orientation shapes 
the organisation’s policies, behaviours, reactions, and decisions. The organisations can be 
described as engaging in Deviant Organisational Behaviour as they are biased to one element 
of their business, as opposed to perceiving all constituents of its organisation equally. A 
preference for accommodating riders over drivers may be an outdated means of conducting 
business and, as disruptive organisations, the adherence to outdated business ideals may 
ultimately threaten the disruptive business model. Preferencing their bottom line and 
orientating themselves towards riders, these app-based taxicab organisations’ behaviour 
manifests in this manner in many aspects of their business, such as their reactions to the 
threat of metered taxicab operators.  
“Correct. And the other thing né? Uh, If a customer treats me badly and uh, I rate 
him one star and then write my reason, his [rating] drops with one star but then if a 
client rates me one star and … comments on my profile, my [rating] drops with ten 
points.” (Climber) 
Built-in organisational processes inherently privilege the rider over the driver. There 
are double standards for treatment of the driver and the rider. Ratings are critical to the 
survival of the driver within the organisation and although a rider is also at risk at times of 
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having their access to their profile revoked, the severity of such actions by the organisation 
manifest differently drivers than for riders. Riders enjoy a more relaxed registration policy 
than drivers and so they are able to make alternative arrangements or use alternative means to 
register with or use the services of the organisations again. A driver has one registration, one 
ID number, one face for photographs, and one legal name, and cannot re-enter the 
organisation after being permanently blocked. Riders are privileged in having greater weight 
given to their ratings of drivers than drivers have in rating them, and riders may cancel as 
many times as pleases them, negatively affecting the driver and putting their livelihood at 
risk, with no consequences for the rider. Such organisational processes bring about 
perceptions of organisational injustice for drivers. The organisation is deviant in its biased 
enactment of processes and outcomes.  
Organisation Theme 3: Instilling Fear in the Driver 
The theme of “Instilling Fear in the Driver” is an examination of the impression the 
organisation has created specifically for the drivers. Impression management can have a 
number of motivations: “actors are also frequently motivated to have others view them as 
competent, morally worthy, dangerous, or pitiful” (Gardner & Martinko, 1988, p. 329). Such 
investigations into the motivations of engaging in impression management refer to individual 
attempts to manage one’s impression. In the theme “Instilling Fear in the Driver” the 
organisation’s overall attempt at impression management is under investigation. The 
motivation behind some of the organisation’s behaviour may be motivated by an attempt to 
create an impression of fearsomeness. Just as some individuals look to create impressions of 
being dangerous, the organisations in the app-based taxicab industry target drivers with 
impression management behaviours designed to bring about an impression of being 
something to fear. The organisation appears to prevent drivers from feeling that the 
organisation is approachable, just, or lenient in any way. 
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 “Ja, but you know sometimes you have to keep quiet because it will put you in 
danger, or your work in danger.” (Paddler) 
“Remember the moment you try to tell them through the app, … You are now a simple 
target to them. Which means you influence the other guys, so, we all wanna protect 
our work. So you can’t approach them; you just leave them to do whatever they want. 
Cause they’re the bosses.” (Wrestler) 
“If you have been blocked, there is nothing you can do.” (Skater) 
The organisation has a position in the industry of being the judge, jury, and 
executioner. The organisation is removed from the service encounter between the driver and 
the riders. The organisation is alerted to any problems by the driver, rider, or both through 
complaints and ratings on the application. The problem creeps in when riders are privileged 
over drivers in the weight that their ratings and complaints carry. There is a bias towards 
riders that is apparent to drivers and they feel that they are less important than riders are to 
the organisation. The organisation works through a customer orientation where clients are 
seen as “always being right”, and the organisation is then in a position where they have to 
please the rider in order to maintain reputation and customer loyalty. This customer 
orientation is enacted at the expense of the service provider. The impression of the 
organisation as a fearsome entity is directed at the driver; the rider does not fear the 
organisation and has no reason to do so. The organisation fears the rider and the organisation 
presents itself as fearsome to the driver to protect itself from losses in clientele and project its 
fear of losing the rider onto the drivers in the industry by showing bias and instituting at 
times contrary policies that favour riders as opposed to drivers.  
While often it is believed there are two sides to every story it appears that the 
organisation is inclined to lend their ear to the riders’ stories. Riders may rate drivers and 
report on any circumstances they find dissatisfying with a perception that they will be heard 
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by the organisation and that action will be taken. The drivers do not have the same sense that 
the organisation will be sympathetic to their complaints, hear them out, or believe in their 
innocence. Through actions from the organisation, such as immediate and permanent 
blocking of drivers; removal of drivers’ access to their profiles for organisationally 
determined infringements; and bias towards riders in processes, policies, and consequences; 
the driver comes to fear the organisation. The driver begins to refrain from engaging with the 
organisation, being afraid to account for himself or herself, wanting to remain invisible or 
appear as a non-entity to the organisation, for fear of the unpredictable and unfair 
consequences. The organisations engage in Deviant Impression Management as they utilise 
organisational policies in order to create an impression of intimidation to drivers. 
4.4. Strategies, Targets, and Objectives 
The report on the findings above interpreted Deviant Impression Management 
behaviours in three categories: (1) Drivers, (2) Customers, and (3) Organisations, from 
evidence provided in driver interviews. The behaviours interpreted from the evidence may be 
considered as strategies for Deviant Impression Management (where deviant workplace 
behaviour is utilised as a means of managing impressions). The above analysis of evidence 
may be summarised in Table 6 according to the strategies (behaviours), targets of the 
behaviour, and results the behaviour is designed to bring about, which were the objectives of 
the current study. The following table addresses the research objectives to illustrate in what 
manner Deviant Workplace Behaviour theory and Impression Management theory combine.
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Table 6: Deviant Impression Management Strategies, Goals and Targets 
Category 
Strategy 
(Behaviour) Objectives Target 
Motivation and 
goal 
Driver Rendering 
Deviant Favours, 
Politely 
Requesting 
Higher Ratings 
from Riders, and 
Lying to the 
Rider. 
Using Deviant Workplace Behaviour to manage impressions  
• Impress customers through carrying out deviant requests of 
clients so that they will rate drivers highly 
• To tailor, manage, or rectify an impression by making 
other, previous infractions appear less severe 
• Reduce risk of having one’s driver profile blocked 
temporarily or permanently  
• To prevent engagement in further Deviant Workplace 
Behaviours (requested by clients) 
• To conceal engagement in Deviant Impression 
Management behaviours in order to create a mutually 
beneficial relationship between driver and passenger 
Customers  Maintain high 
ratings to ensure job 
security 
Rider Rude Riders and 
Lying Riders. 
Using Deviant Workplace Behaviour to manage impressions  
• Riders take advantage of the rating system, leveraging the 
five-star rating in order to benefit personally from deviant 
actions of the driver, as requested by the client 
• Riders perceive drivers favourably when drivers behave as 
requested (particularly when asked to behave deviantly – 
against company policy) 
• Riders leverage their power within the organisation to cast 
drivers in a negative light with the organisation for the 
customer’s benefit 
 
Drivers, the 
organisations, 
and law 
enforcement 
authorities. 
Monetary gain 
through discounts, 
free trips, and 
reimbursement. 
 
The client acts 
deviantly in order to 
create impressions of 
innocence, 
intimidation, and 
sovereignty. 
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Category 
Strategy 
(Behaviour) Objectives Target 
Motivation and 
goal 
Organisation Conflicting 
Policies, 
Privileging Riders 
over Drivers, and 
Instilling Fear in 
the Driver. 
Creating impressions that are not underpinned by 
organisational policies 
• The organisations embrace and create a customer 
orientation that is supported by contradictory and 
paradoxical organisational policies 
• The organisation has sole power and discretion in 
conducting its business, no matter the adverse effects this 
has on drivers 
• The organisation designs, constructs and implements 
policies that contradict the image they portray to their 
targets of impression management 
Drivers, riders, 
and the media. 
To appear as 
benevolent through 
their entrepreneurial 
image, create 
perceptions of safety 
in clients and the 
media, and to 
intimidate drivers. 
 
The objectives of the current research were to determine whether Deviant Workplace Behaviour theory and Impression Management 
theory combine in a meaningful way, where Deviant Workplace Behaviours are used in order to manage impressions (where the use of Deviant 
Workplace Behaviour may be used to garner a preferred impression in the target). This, the findings chapter, documents the evidence of the use 
of Deviant Workplace Behaviour as a means of managing one’s impression. Other forms of Deviant Impression Management behaviour were 
also found such as the organisational level Deviant Impression Management, where the organisation designs and implements policies that 
contradict the impression projected.  
The targets in these scenarios are the drivers, riders, organisations, law enforcement authorities, and the media, depending on the actor, 
the motivations, and the goals behind the behaviour. 
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Deviant Impression Management becomes a crucial strategy for drivers in the app-
based taxicab industry to utilise because of the precarious nature of their foothold in the 
organisation. A constant objective for the use of Deviant Impression Management behaviour 
is to ensure that ratings are maintained, to ensure that the driver is able to continue working 
through the platform provided by the organisation. Deviant Impression Management is useful 
for riders as they are able to benefit personally through being served by drivers (when the 
image portrayed is one of sovereign), and to shift blame (when faced with accounting to law 
enforcement authorities, the image projected is one of victim or innocence), which may also 
be effective in obtaining monetary rewards and compensation from the organisations. 
Organisations are able to shift risk in the business onto drivers; they are able to focus 
doggedly on their profit generation through a customer orientation and work to construct and 
apply policies that protect a preferred image that serves their own interests, all through the 
engagement of deviant impression management at an organisational level. 
4.5. Integration 
Chapter IV has outlined in detail the findings of the study through thematic analysis. 
Table 7 (attached as Appendix A) outlines the categories, themes and evidence for the 
analysis. Each theme pertaining to Deviant Impression Management has been analysed and 
detailed with evidence from interviews conducted with 14 drivers in the app-based taxicab 
industry. The objectives of the research were to determine driver, rider, and organisational 
factors that contribute to the novel concept of deviant impression management behaviour. 
There are a number of actors (the driver, the rider, and the organisation), as well as a number 
of targets. In Table 6 those strategies, objectives, and targets have been tabulated in order to 
address the research objectives of the current research. 
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CHAPTER V: INTERPRETATION OF FINDINGS 
5.1. Introduction 
The following chapter presents the interpretation of the findings made in Chapter IV. 
Addressing these objectives allows for the interpretation of behaviours that constitute the 
novel concept of deviant impression management. For the context of this research, I define 
deviant impression management as individual behaviour that contravenes an organisation’s 
policies in order to garner a preferred impression in a target in return. Organisational deviant 
impression management entails an organisation’s creating an impression that hides a 
conflicting business practice, achieved through policy design and enforcement. The 
discrepancy between the image portrayed and the policies enforced constitutes the deviant 
element of the organisational-level deviant impression management. A clearer understanding 
is gained of the context of the app-based taxicab industry in terms of its components, namely 
the driver element, the rider influence, and the organisational processes that impact on the 
manifestation of deviant impression management behaviour.  
The main aim of the current study was to determine the behaviours of deviant 
impression management, their motivations, the goals directing the behaviour, to understand 
the targets of the behaviour and to determine the driver, rider, and organisational factors that 
influence the use of deviant impression management. In the previous chapter the themes of 
Rendering Deviant Favours, Politely Requesting Higher Ratings from Clients, and Lying to 
the Rider were found under the category of the Driver. Themes of Rude Riders and Lying 
Riders were found under the Customers category. Finally, themes of Conflicting Policies, 
Privileging the Rider Over the Driver, and Instilling Fear in the Driver were analysed under 
the category of the Organisation. An interpretation of the abovementioned themes is proposed 
in the sections that follow.  
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5.2. Driver Category 
In the Driver category, behaviours that constitute deviant impression management 
undertaken by the driver were outlined. The driver behaves in a deviant manner that is 
designed to bring about preferred impressions of them in the target—either the rider or the 
organisation. A number of driver, rider, and organisational factors affect the interactions and 
may be interpreted through sense-making and interpretation of the findings. The theme of 
Rendering Favours holds its foundation in the original theory of impression management 
(Gardner & Martinko, 1988) but in order to portray the deviant element, this renamed to 
“Rendering Deviant Favours”. Politely Requesting Higher Ratings from Riders and Lying to 
the Rider are both new deviant impression management strategies that fall under the Driver 
category.  
Rendering Deviant Favours. Rendering Deviant Favours, whilst an original 
impression management strategy presented by Gardner and Martinko (1988), in the current 
study combines meaningfully with deviant workplace behaviour to formulate an 
understanding of deviant impression management behaviour. A favour rendered is 
categorised as an act of deviant impression management, as opposed to an act of impression 
management, when actions violate organisational policies with the goal of bringing about 
preferred impressions. Drivers engage in behaviours, at the request of riders, for the purpose 
of obtaining five-star ratings, which is a tangible means of assessing the impression made on 
clients (Ravanelle, 2017a). Examples of these behaviours are those where the rider requests 
that the driver exceeds the speed limit, or when a rider requests that the driver assists in 
transportation of or dealing in drugs.  
Organisational policies of app-based ride-sharing companies stipulate that laws of the 
country within which the driver operates, must be adhered to and respected. Taxify’s General 
Terms for Drivers, under “Entry into the Agreement”, stipulate that drivers “fully comply with 
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all laws and regulations applicable in the state [they] are providing Transportation Services in”  
(Taxify OÜ, 2018a, para. 15). Uber Community Guidelines, under the section “Why Drivers 
Can Lose Access to Uber”, contain a policy entitled “Compliance with Road Rules”, which states 
that the company expects “drivers using the Uber app to comply with all applicable rules of the 
road at all times” (Uber Technologies Inc. Legal, 2018a, para. 42). Under the heading “Ensuring 
a respectful, safe environment for all drivers and riders”, the policy states: “Breaking the 
local law while using Uber. For example, texting while driving; speeding or otherwise 
breaking local traffic laws; and using Uber to commit a crime, including drug and human 
trafficking or the sexual exploitation of children” (Uber Technologies Inc. Legal, 2018a, 
para. 14). 
The current study contradicts work on impression management by Gardner and 
Martinko (1988) who expressly stated that flouting organisational norms would result in 
formation of negative impressions, which would be contradictory to the goals of impression 
management; yet the current research has found that when drivers engage in deviant 
behaviour at the request of the rider (Rendering Deviant Favours), the rider in return 
furnishes the driver with a high rating that may be assessed as the measurable form of the 
favourable impression created. Rosenblat, Levy, Barocas, and Hwang (2017) in their case 
study evaluating Uber’s rating system, found that if drivers drew the rider’s attention to Uber 
policies that guide against the deviant requests put forward by riders, such actions would lead 
to the riders retaliating by furnishing the driver with a low rating. To avoid this ill effect on 
their ratings, which ultimately decides whether the driver may sustain his or her affiliation to 
the platform (job security; Ravanelle, 2017a; Rosenblat et al., 2017), drivers would rather 
accede to the deviant request of the rider and render the untoward favour to secure a five-star 
rating to maintain their position in the organisation at that point in time, rather than quote 
organisational policy.  
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In their review of the study of deviant workplace behaviour, Robinson and Greenberg 
(1998) drew on literature on the topic, highlighting the common focus placed on its potential 
to cause harm. The current research, in conceptualising deviant impression management, 
rather conceptualises the deviant aspect of the behaviour as bringing about benefit. Vardi and 
Wiener (1996, in Robinson & Greenberg, 1998) proposed Type S and Type O deviance, 
where the former refers to benefits that deviance accrues to the individual actor and the latter 
refers to the benefits one’s organisation may accrue. When the drivers in the current study 
render deviant favours at the request of the rider, the driver is arguably engaging in both 
types of deviance. The individual benefit accrued is high star ratings, and the organisation’s 
benefit is to ensure the satisfaction of the customer in line with the customer orientation 
preferred by the organisation. The intention of the driver is not to harm, when acting 
deviantly, but rather to bring about the benefits of impression management that are 
manifested in the star ratings. While there certainly is potential for harm to come about when 
breaking traffic laws, or trafficking drugs to impress clients, the motivation is more 
individualised and geared towards personal benefit of the driver. Research that expressly 
deals with favour-rendering in the app-based taxicab industry, both in the international and 
South African context, falls short. 
Between drivers and riders, there is a transactional relationship that forms, which is 
characteristic of the deviant impression management behaviour and interaction in the current 
context of the app-based taxicab industry. Drivers and riders are transacting in ratings. Riders 
take advantage of the driver’s need to maintain ratings and are therefore able to get their way 
with requests for the driver to render deviant favours in exchange for ratings. In their study of 
reciprocal behaviour (including favour-rendering) between top executives and analysts, 
Westphal and Clement (2008) found that when the analyst was due to rate the financial status 
of the firm following negative news about the firm’s performance, the top executives were 
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more likely to render favours to analysts in attempts to prevent poor ratings. Such favour-
rendering was effective in preventing poor stock ratings. Much the same, preventative 
behaviour is engaged in by drivers in the app-based taxicab industry; however, the added 
element of deviance is present. Drivers render deviant favours requested by riders in order to 
prevent poor ratings, related to refusal to comply.  
At the outset of a rider’s deviant request for the driver to Render Deviant Favours, the 
rider is still looking to transact directly with the driver and at this stage avoid having to 
appeal to the organisation. The transactional relationship that develops in this interaction is 
fragile and prone to breaking down. By rendering deviant favours at the request of the rider, 
the driver expects a five-star rating and through the agreement made, the rider is obligated to 
give this rating in return. The fragility is exposed when the driver tries to change any of the 
terms of the agreement and the rider leverages his or her power in the interaction and 
threatens the driver through rating sabotage and complaints to the organisation. In their 
research into determining the types of psychological contract that consumers and service 
providers develop, Guo, Gruen, and Tang’s (2017) typology included the Transitional 
Contract, which is characterised by both low economic (quantifiable and short-term 
conditions) and social exchange (unclear and long-term conditions); the relationship is 
perceived as precarious, short term and prone to breaking down; and the parties are somewhat 
dependent on each other. When mutual benefit of the interaction breaks down, the 
consequences of enacting the Deviant Favour Rendering fall on the driver. In their 
quantitative study conducted in the Western Cape, Potgieter et al. (2012) analysed the 
transactional relationship that forms between mini-bus taxi drivers and young girls referred to 
as “taxi-queens”. These young girls are selected and pursued by taxi drivers who offer the 
taxi queens free rides, gifts, and status; in exchange the taxi driver expects sexual favours and 
thus experiences enhanced male status. Potgieter et al. (2012) noted that refusal of a driver’s 
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sexual advances by girls after accepting their gifts may result in coercion by the driver, who 
holds greater power in the relationship. Much like the minibus taxi drivers in the example, 
there is a power imbalance in the current study between rider and driver. Refusal by the 
driver to enact the deviant favour when there is promise of a five-star rating could be 
comparable to the above research, as the rider will retaliate by sabotaging the driver’s ratings. 
The power held by the rider is the factor that reduces mutual benefit in the interaction. Power 
is endowed to the rider through a number of organisational factors, namely (1) the customer 
orientation common in service provision (Browning, 2008; Reynolds & Harris, 2006); (2) 
remedying of disputes favouring the rider (Rosenblat & Stark, 2016); (3) client ratings acting 
as a replacement for middle management, evaluating performance of drivers and acting as a 
basis for determining the job security of the driver, giving the rider power through the sense 
of authority this gives him or her over the driver (Wang, 2016). Rosenblat et al. (2017) found 
rider ratings to be biased, misunderstood by uninformed riders, and disputed by drivers; yet 
they are highly valued and weighted by the organisation. Riders are aware of their 
empowered position and leverage this in taking advantage of drivers by requesting deviant 
favours, setting up the mutually beneficial relationship, and through their rating and review 
submissions, shift power back to themselves when mutual benefit expires. 
Politely Requesting Higher Ratings from Riders. Drivers in the app-based taxicab 
industry employ a strategy of Politely Requesting Higher Ratings from Riders as an 
apparently innocuous but effective strategy to maintain high ratings that are essential to job 
security. Driver ratings are a data metric in app-based organisations and carry great import 
(Chan & Humphreys, 2018; Rosenblat & Stark, 2016). Interpretation of the findings in the 
current research notes that the impression management required for job security and 
maintenance of required star ratings is linked to the need to enact deviant workplace 
behaviour. It is deviant for the driver to request a higher rating, as opposed to allowing the 
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client to rate the driver naturally and organically, based on the service they experienced. It is 
deviant for the driver to manipulate the ratings, but it becomes understandable since the 
failure to secure ratings at a level of 4.6 out of 5 stars on average would directly endanger the 
livelihood of the driver (Chan & Humphreys, 2018; Ravanelle, 2017b). The organisational 
factor of linking customer-sourced ratings to employment decisions of termination directly 
undermines the value creation intended in the two-way rating system, as well as the 
accountability the system is proposed to engender (Ravanelle, 2017a; Rosenblat & Stark, 
2016). The driver’s attempt to have a hand in shaping the rating given by the rider is deviant 
as it transgresses the norms, expectations, and policies of the organisation, yet it brings about 
a preferred impression through deviant impression management that results in higher ratings.  
In their case study of Uber drivers, Rosenblat and Stark (2016) scrutinised driver 
ratings, finding that drivers are frustrated with the lack of education of riders around ratings, 
particularly that any rating below five stars is classified as a fail; the lack of transparency in 
the calculation of average driver ratings; and unchanged driver behaviour still resulting in 
compromised ratings. Drivers tend to employ a related strategy to Politely Requesting Higher 
Ratings from Riders in Rosenblat and Stark’s (2016) case study: “Some drivers try to educate 
passengers, such as relaying that ‘4’ is a failing grade through in-car signs or in conversation” 
(p. 3775). Although a related strategy, Polite Requests for Higher Ratings is a far more overt 
attempt at obtaining the necessary five-star rating, and much more deviant in nature than the 
strategy employed in the case study, because it is a direct attempt at augmenting ratings, 
prescriptive in nature although it may appear subtle to the client, whereas the strategy of 
education through signs and conversation, may still be passed off as education and 
information-sharing on behalf of drivers to passengers. Research regarding ratings 
augmentation in the South African app-based taxicab industry is lacking. 
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Near non-existent job security and avoidance of employment contracts or protections 
leads workers in the “sharing economy” to experience anxiety (Ravanelle, 2017b). 
Furthermore, reviews, which are prevalent in the collaborative consumption business model, 
may be a means to bring about fear in the reviewee (Ravanelle, 2017a). Responses to the 
mechanisms present in the app-based taxicab industry expose the tension and pressure faced 
by app-based taxicab drivers and reveal why they may be motivated to take ratings into their 
own hands, where possible, by canvassing riders for augmented ratings. The motivation to 
achieve and maintain high ratings is evident in both. The rating is argued in the current 
research to be a tangible measure of impression management (Ravanelle, 2017a) and so the 
deviant behaviour of requesting for the augmentation of the rating, is motivated by the goal 
of achieving a more favourable impression in order to safeguard job security and avoid 
scrutiny from the organisation.  
Morand’s (2014) conceptual paper, drawing attention to the link between power in 
social interactions in organisations and polite language use, found that those holding a 
weaker power position relative to the other party in the interaction are more likely to make 
use of politeness in speech, particularly in order to appear favourably to the target, which 
links to impression management (Morand, 2014). Since, in the current research, the rider 
holds the power to rate the driver poorly, greatly heightening the risk that the driver will be 
deactivated, the rider holds far more power in the interaction. Drivers, when politely 
requesting that their riders furnish them with five stars or high ratings, are ensuring that they 
show deference to their superior in the interaction, the person on whom they depend to rate 
them highly, despite their manipulative intentions, thus safeguarding their affiliation to the 
platform. The politeness element of the theme “Politely Requesting Higher Ratings” may be 
overlooked; however, it is a pertinent means of reducing the vulnerability of the subordinate 
to their superior (Morand, 2014), the former being the driver and the latter being the rider. 
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Lying to the Rider. The acts of lying that were engaged in, bringing about the theme 
of Lying to the Rider, entailed the driver’s either lying about engaging in a requested deviant 
behaviour in order to avoid breaking the laws of the road or the organisational policies; or 
lying when suspected of acting deviantly, for example, taking a longer route and untruthfully 
blaming multiple navigation systems for the discrepancy in routes. Either of these versions 
entails the use of the deviant behaviour of lying, a contravention of the norm of “truth bias” 
in social interactions. Humans are predisposed to believe that others, in their dealings with us, 
are being truthful and are behaving in such a way that will not harm us (Buller & Burgoon, 
1996; Carlson et al., 2011; Kagle, 1998). In his development of a model of lying in the 
workplace, Grover (1993) determined role-conflict as a promoter of lying, deceit, and 
subterfuge in organisations. In particular, the role-conflict of performance pressure may lead 
to lying in order to mask one’s mistakes for the purpose of protecting one’s ego, garnering 
respect and admiration, and to progress within the organisation. In the theme Lying to the 
Rider, the purpose is interpreted as being necessary in order to protect the driver’s star rating 
(the impression made on the rider). There is a dearth of research into lying and deceit in the 
app-based taxicab industry, both generally/internationally and in the local context.  
The link between deception and impression management was acknowledged by 
Gardner and Martinko (1988), who included authenticity as a dimension of impression 
management, discouraging deceit in social interactions where honesty is expected and valued. 
Despite this, Gardner and Martinko (1988) acknowledged that actors would engage in deceit, 
particularly in ambiguous situations where their deceit is less likely to be discovered. Carlson 
et al. (2011), in their work on deceptive impression management where the theories of 
impression management and deceptive communication were combined, determined that in 
long-term subordinate–supervisor relationships, deception is a poor strategy to employ as 
supervisors are more likely to notice the deception employed over time. In the theme Lying 
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to Riders, the relationship formed between the rider and the driver is short-term, lasting only 
the duration of the trip, and so the utility of the strategy of lying for the sake of garnering a 
preferred impression may be more successful.  
Ravanelle (2017a) noted that workers in the “shared economy” must actively and 
consciously build and tend to positive impressions, as well as having to be careful of 
repairing any problematic circumstances that arise, due to the precarious nature of their 
position in the shared economy and the danger that poor reviews and low ratings can have on 
their job security. Grover (1993), in outlining the conditions that foster deception in response 
to role-conflict experienced, states that when a person is being monitored  by the person who 
they wish to deceive(as is the case with the driver, who is constantly being observed, 
evaluated, and monitored by the rider), the situational constraints reduce the possibility of 
engaging in deceitful behaviour. The current study provides evidence that the monitoring by 
the rider who the driver wishes to deceive, does not hinder deceptive action. By lying to the 
rider, the driver is able to manage the impression made (although through means of the 
deviance of lying) and influences the service encounter in a positive direction to placate the 
rider to such a degree that they are less frustrated by difficulties that arise and so that they 
may be satisfied enough with the service in order to rate the driver in a manner that is not 
threatening to their rating, position, and security within the organisation. Feldman, Forrest, 
and Happ (2002) found that formulating and working towards goals of impression 
management leads to engagement in deception, particularly when the actor aims to be 
perceived as likable or competent. Deception has been found to be effective in portraying a 
more positive image of oneself to others (Kagle, 1998), which links seamlessly to the goal of 
impression management (Mtshelwane et al., 2016). Specifically, when participants held a 
goal of appearing competent, they told more lies about their actions, activities, and their next 
moves. Such precarious working conditions and standing within an organisation would 
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certainly motivate the drivers to do all in their limited power to try and prolong their 
affiliation within the organisation, even if that requires lying.  
Despite deceptive impression management having been explored in the impression 
management literature (see Carlson et al., 2011; DePaulo et al., 1996; Feldman et al., 2002; 
Patwardhan et al., 2009), the current research findings argue that deceptive impression 
management both provides a framework and example for the combining of deviant 
workplace behaviour and impression management (as proposed in the current research), and 
allows for the argument that deceptive impression management findings and research would 
better fit under research into deviant impression management behaviour (the concept 
explored in the current study). 
5.3. Rider Category 
The interpretation of findings based on the themes of Lying Riders, and Rude Riders 
required a shift in mindset to understand. It is also the rider who engages in deviant 
workplace behaviour for the purpose of managing their impressions in a preferred manner. In 
the Rider category, deviant customer behaviour was found and may be interpreted from 
drivers’ experiences in the app-based taxicab services encounter. Through a complex chain of 
influence and interaction, deviant impression management of riders may become understood, 
be presented, and may contribute to the meaningful linking of impression management and 
deviant workplace theory, from a customer perspective. Themes interpreted were Lying 
Riders and Rude Riders. 
Lying Riders. Having explored more classical ideas of deviant workplace behaviour 
enacted by drivers to bring about preferred impressions, it became key to realise that 
customer behaviour may also be classified as deviant and subsequently linked to impression 
management. Customer deviance has been established as being more common than not in 
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service encounters (Fullerton & Punj, 2004; Reynolds & Harris, 2005, 2006, 2009; Yagil & 
Luria, 2014).  
Since riders are essentially the ones keeping tabs on drivers and rating their 
performance, and since the organisation utilises rider feedback as a means of determining 
whether to terminate a driver from the application or not (Rosenblat et al., 2017; Wang, 
2016), it is concerning to note that riders may fabricate reviews, feedback, and complaints. 
Although the app-based taxicab organisations are conceived in the sharing economy, and are 
conceptualised as new and disruptive business models that shake up traditional organisations 
and competitors (Ravanelle, 2017b), there still appears to be a traditional customer 
orientation in these organisations where the “customer is king” (Browning, 2008; Fullerton & 
Punj, 2004; Grandey, Dickter, & Sin, 2004; Reynolds & Harris, 2006; Wang, 2016). The 
livelihood of drivers is endangered when riders lie about them to a third party – either the 
organisations or law enforcement authorities – as should the rider’s story be believed, which 
is common in organisations with a customer orientation, then the organisation utilises rider 
evaluations (through ratings) to expel the driver from the platform. They may receive a 
criminal record as they may then be brought to book for their role in criminal activities 
orchestrated by the rider or based on lies told by the rider about the driver’s involvement. 
Research is devoid of investigations into deception of riders within the app-based taxicab 
industry, particularly in the South African context, where research on the app-based taxicab 
industry is generally limited. 
Reynolds and Harris (2005) stress that most literature focusing on customer 
complaining behaviour, attributes complaints to failures in service delivery resulting in 
dissatisfaction in the customer; however, like the current research, their research highlights 
that customers, despite satisfaction with service, are motivated to fabricate complaints. 
Motivations found for riders to accuse drivers falsely of “complaint-worthy” actions in the 
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current research were to garner refunds or discounts, and to punish a driver for failing to 
follow through with deviant requests of the rider. In their study of critical incidences of 
customers’ illegitimate complaints, Reynolds and Harris (2005) found that motivations 
behind fabricated customer complaints were, among others, the themes of “freeloader” and 
“fault transferors”. The former outlines a customer’s desire to gain personal monetary 
compensation, be it receiving the service free or getting a discount. The customer is 
motivated to fabricate complaints despite satisfactory delivery of services by the service 
provider. The latter addresses the phenomenon whereby a customer will fabricate a complaint 
in order to shift blame towards the firm, despite knowingly having been the cause of 
difficulties that arose in the service encounter, in order to gain financial compensation from 
the organisation (Reynolds & Harris, 2005). Some examples devised by Grayson and 
Shulman (2000) in order to illustrate customer impression management, perhaps 
inadvertently drew on deviant acts as a means of creating that impression:  
Much less attention has been paid to understanding how customers manage their own 
impressions in service environments, such as when homeowners misrepresent a 
home’s condition to real estate agents or pretend to be surprised by the “high price” 
quoted by a merchant. (p. 58) 
The consumer in the service scenario holds certain goals, such as gaining a higher 
price for their home upon selling it, or wishing to manipulate a lower price by feigning 
outrage at a proposed price from the seller. The goal is met through the devious means of 
misrepresentation, or pretence. In the current research the rider in the app-based taxicab 
service encounter is able to garner the service they subjectively desire through employing the 
deviant behaviour of lying.  
In both cases there are interpretable impression management goals that were derived 
from the current study, which were that the rider directs their illegitimate complaints towards 
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the organisation as the target in order to appear as a “victim” of deviant driver behaviour 
(deviant workplace behaviour). On the other hand, the motive for blame-shifting allows the 
riders to portray themselves as “innocent” parties in the service encounter when difficulties 
arise and they make their illegitimate complaints to the organisation or law enforcement 
officials as the target. Should such actions contradict both organisational policies and 
prescribed laws, and should the driver and client be caught in their actions, the rider would 
betray the driver to law enforcement authorities or the organisation in order to shift blame for 
the perpetration of illegal activities or poor behaviour in the eyes of the organisation onto the 
driver to avoid the negative consequences that are likely to befall them. Such behaviour on 
the part of the rider may be classified as deviant customer behaviour, which entails the 
flouting of organisational policies (below) by the rider, in this case fabricating complaints 
through the application. Under Uber’s User Generated Content Policy (Uber Technologies 
Inc. Legal, 2018b) it is stipulated that: “When you access or use the Services, you agree that 
you will not: Improperly use in-app support or complaint buttons or make false reports to 
Uber staff” (para. 10). 
Further to this scenario, the rider is able to intimidate the driver by exercising his or 
her power to appeal to the organisation or authorities, which results in successfully shifting 
blame onto the driver. Such behaviour is reticent of the intimidation tactic conceptualised by 
Jones and Pittman (1982), where the actor desires to appear dangerous, with the means to 
inflict harm and the power to do so. Intimidation has been found to be more likely when the 
target of the behaviour has lesser chances of retribution (Crane & Crane, 2002). The use of 
the deviant behaviour of fabricating complaints (lying) in order to bring about a preferred 
image (of victim, innocent party, or intimidator) illustrates how deviant customer behaviour 
may be utilised as a means of managing impressions and may then be conceptualised as 
deviant impression management.  
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Rude Riders. Drivers encounter rude behaviour from riders, in contradiction to the 
directives laid out in the policies of the app-based organisations that riders should refrain 
from acting in an aggressive, abusive, or discriminatory manner (Taxify OÜ, 2018b; Uber 
Technologies Inc. Legal, 2018a). Findings in the current study offer deeper understanding of 
the cause of this behaviour, rooted in deviant impression management on the part of the rider. 
Findings regarding Rude Rider behaviour as a form of deviant impression management 
highlighted that when customers raised their voices, acted aggressively or rudely, they were 
expressing dissatisfaction with service quality as their subjective expectations were violated, 
leading them to feel entitled to express their dissatisfaction in such a volatile manner. Yagil 
and Luria (2014), in their literature review for their study into customers’ sense-making of 
their own deviance, reference Bauermeister (1991, in Yagil & Luria, 2014) by noting that the 
usual social norms of inhibiting disgruntled, aggressive, and disrespectful behaviour is less 
prevalent in the service encounter. 
In conducting exploratory research into deviant behaviour in the service encounter, 
where both front-line service providers and customers were participants in the sample, 
Browning (2008) determined that “customers can project a superior attitude and be rude, 
argumentative and make unrealistic demands” (p. 463). Furthermore, she stresses that the 
customer is not always right and that instead deviant customer behaviour is reaching peak 
prevalence, meaning that the customer element in the service encounter must be 
acknowledged as a greater source of deviance than was previously thought (Browning, 2008). 
The prevalence of customer deviance was emphasised in Reynolds and Harris’ (2006) 
research conducted in the hospitality industry to determine the coping mechanisms of front-
line service workers who face a barrage of customer deviance. In their investigation into 
impression management in services marketing, Grayson and Shulman (2000) make the 
greatest link to deviant customer behaviour and impression management that I was able to 
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uncover. Not only does this one piece of literature draw attention to customer impression 
management within a scant tradition of literature exploring the customer as the actor in 
impression management activities, but the link to deviant behaviour is also made. The 
expectation of the client in this scenario is to be served as the sovereign in the service 
encounter, entitled to be served by their inferiors—the service providers. In Reynolds and 
Harris’ (2006) investigation into the dark side of the service encounter, where the customer 
orientation of treating the customer as king was determined to be a morally corroding 
element in the service industry, they found that customers are aware of their sovereignty and 
mobilise it to achieve benefits for themselves that are monetary or egoistic in nature. The 
image created by riders in the app-based taxicab industry, one of their “sovereignty” in the 
service encounter, is achieved through the engagement of deviant customer behaviours of 
voice-raising, rudeness, and aggressive demands. The instrumentality of the deviance to 
achieve a preferred image is the mark of deviant impression management found in the current 
research. The prevalence of deviant customer behaviour must be acknowledged in the service 
encounter, which is essentially the sole activity of the app-based taxicab industry. The 
anonymity of customers and their ability to get away with aggressive and rude behaviour 
allows them to feel righteous in engaging in such deviant behaviours. Organisations that 
adopt the “customer is king” attitude pressurise service personnel into pleasing clients and 
tolerating poor behaviour in the name of customer satisfaction (Wang, 2016). Particular 
attention needs to be paid to research in the app-based taxicab industry related to rudeness of 
riders to address a gap in the literature, which is devoid of research on this industry. 
5.4. Organisation Category 
Organisational impression management is a field of study that has had limited 
attention. Its study is complex, due to constant shifts between actors, which could include 
both published texts and a organisation’s online presence, as well as shifting targets (Bolino 
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et al., 2008). Deviant workplace behaviour also needs new conception as up until this point 
the definition has revolved around the breaking of organisational policies and norms by 
drivers and riders (in the current context of the app-based taxicab industry), yet in this 
category the very entity that created those policies, who implements, and enforces those 
policies is under scrutiny. The organisation cannot break policies but through its creation of 
policies, it may have influenced the deviant behaviours of both riders and drivers (and 
arguably the metered taxicab industry as well). Furthermore, this creates a certain 
organisational impression further it is possible to understand certain impressions the 
organisation projects. Themes found to relate to the Organisation category that emphasise the 
organisational level deviant impression management behaviours are Conflicting Policies, 
Privileging Riders over Drivers, and Instilling Fear in Drivers. 
Conflicting Policies. Cancellation policies of the app-based organisations contradict 
time frame policies. On the one hand, drivers are told to cancel rides if they are kept waiting 
by riders for more than 5 minutes and on the other, such cancellations affect the activity 
score, which jeopardises the driver’s job security as failure to maintain the activity score at a 
required level leads to termination of the driver’s account. Applications of drivers change to a 
red colour to highlight to the driver that they may cancel a ride if the rider is being tardy, 
which indicates a driver’s right to cancel, yet the act of cancelling at that point leads to 
compromised activity scores. The driver is in a conflicted position, on one hand authorised by 
the organisation to cancel on a tardy client and on the other hand grossly penalised for it. The 
only real policies pertaining to time frames of waiting for riders appears in Taxify’s Terms 
and Conditions for Passengers (Taxify OÜ, 2018b): 
 When driver notifies the passenger about the arrival of the vehicle to its destination 
and passenger or people for whom the transport was ordered do not arrive at the 
vehicle within certain time period as specified in the Taxify app, the request will be 
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deemed cancelled. Sometimes driver may decide to cancel your request, please note 
that Taxify and Taxify group companies and partners are not responsible for such 
situations. (para. 15) 
The communication and interface of the application for drivers acts as a policy of the 
organisation. Chan and Humphreys (2018, p. 35), in their study of Uber drivers through 
forums of UberPeople and company websites, noted that “the underlying workings of the app 
premeditate expectations of service encounters, particularly the ways that drivers and riders 
should perform.” Therefore it is argued here that despite minimal to no mention of time 
frames in policy documents of the organisations online, the application is a form of policy 
instruction that shapes behaviour of drivers and passengers, and drivers are being penalised 
for following policies in one arena (the application) only to discover that there are contrary 
policies elsewhere (online), which leads to negative consequences.  
Drawing on policies from both organisations that operate in the South African 
context, it is possible to highlight the contradictory nature of the policies designed, decried, 
and enforced by the organisation, which are a means to direct preferred behaviour in drivers 
and riders. The following quotations from policies outline behaviour for drivers regarding 
cancelling of trips. What is outlined in these policies, with the argument to follow in 
interpreting the findings, is that drivers are faced with the paradox of meeting behaviour 
markers on policies that contradict each other. 
Taxify Policies (Taxify OÜ, 2018a) state: 
You retain the sole right to determine when you are providing the Transportation Services. 
You shall accept, decline or ignore Transportation Services requests made by Passengers 
at your own choosing. 
We are aiming to provide the highest quality service to all Passengers therefore we 
are monitoring the activity of Drivers on Taxify Platform. If you fail to meet the minimal 
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service requirements, such as the minimal rating and activity score, we are entitled to 
immediately terminate the Agreement without giving any advance notice. (para. 29) 
Uber policies (Uber Technologies Inc. Legal, 2018a) 
High acceptance rates are a critical part of reliable, high-quality service, but not 
accepting trip requests does not lead to permanent loss of your account. 
What leads to you losing access to your account? Each city has a maximum 
cancellation rate, based on the average cancellation rate of drivers in that area. We 
will alert you multiple times if your cancellation rate is much higher or if you are 
consistently cancelling more often than other drivers in your city, after which you 
may be logged out of the app. If your cancellation rate continues to exceed the 
maximum limit, you may lose access to your account. (para. 29–30) 
At first, the policies regarding cancellation of trips seem to allow freedom for the 
drivers to cancel as and when they deem it necessary, without any adverse consequences such 
as loss of account and driving privileges. That being said, however, there are policies that 
contradict this assertion and that instead go on to note that not only is the activity surrounding 
one’s rate of cancellation being monitored, evaluated, and compared with ratings of other 
drivers, it is also a metric with a set standard, that if not met, adhered to, and improved, will 
lead to having the driver’s profile terminated, permanently and without warning. Such strict 
requirements and policies that hold such a high risk for the driver’s job security directly 
contradict the other policy that states one may cancel at one’s discretion and without threat of 
termination. As an organisation, designing a policy that holds such severe consequences and 
is yet so paradoxical in nature puts undue pressure on the driver and creates ambiguity. Such 
a finding in the context of research on deviant impression management required careful 
interpretation. Understanding deviant impression management in both drivers and customers 
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as actors has been important up to this point but in the theme Contradictory Policies under the 
Organisation category, it is possible to determine the deviant impression management 
behaviours of the organisation as “actor”.  
The app-based organisations exist in the sharing/collaborative economy, where it is 
emphasised that service providers, in this case drivers, may act as entrepreneurs, running 
their own app-based taxicab businesses. But research has shown that (a) drivers do not see 
themselves as entrepreneurs (Rosenblat & Stark, 2016), and (b) the organisations are all-
powerful, determining fares, taking exorbitant percentages, and making changes to the 
algorithm, application, policies, and services as they see fit, without consultation with 
stakeholders—namely drivers (Dreyer et al., 2017). However apparent this may be in 
research and to drivers, the face that the organisation presents to the wider world, society, the 
media, and customers is one of sharing, entrepreneurialism, flexibility of working hours, and 
supporting a chance for drivers to make money out of idle assets (Dreyer et al., 2017; 
Ravanelle, 2017b). The organisation is trying to present this beneficent image to its audience. 
Such a form of Organisational Impression Management may be referred to as the tactic of 
Exemplification, proposed by Mohamed, Gardner, and Paolillo (1999) in their paper that 
devised a taxonomy of organisational impression management tactics that drew directly from 
the impression management tactics of Jones and Pittman (1982) and other individualised 
impression management theories. Exemplification refers to an organisation’s attempts to 
spread the image of working towards the betterment of society (Mohamed et al., 1999). The 
organisation is shaping its image as a societal benefactor, which is reflected in the policies 
that state that the driver may determine their cancellation decisions and actions without 
adverse consequences to their security on the platform. Such a policy supports the image and 
impression they are projecting; however, further reading of the policies reveals the 
contradiction, showing deviance in the impression the organisation is trying to convey. The 
  110 
image of being a force for social good is contradicted in the exertion of its organisational 
power, where the polices state that monitoring of cancellations; use of cancellation rates and 
activity scores to terminate drivers with immediate, permanent, and sudden effect; and 
comparisons between drivers are in effect at all times; revealing deviance in their attempts at 
organisational impression management because that image belies a truth of an all-powerful, 
ruthless, and unjust organisation. Not only is the true nature of the organisation contrary to 
the image of societal force for good but the contrary nature of the policies also creates 
pressure, ambiguity, and reduced organisational justice for the drivers. It is deviant of the 
organisation to project an impression that is so contrary to what drivers actually experience. 
Privileging Riders over Drivers. The theme Privileging Riders over Drivers falls 
under the Organisation category as it is the app-based taxicab organisations that privilege 
riders over drivers due to their adoption and following of a customer orientation—whereby 
the customer is “always right” (Reynolds & Harris, 2006; Wang, 2016). Such a customer 
orientation is apparent in the form of consumer-sourced rating systems (which allow the rider 
to take the place of a manager), through which the client is given the authority by the 
organisation to rate the drivers’ performance and service, then used by the organisation to 
make employment decisions such as terminating driver profiles (Rosenblat et al., 2017; 
Wang, 2016). The organisation gives this added power to the rider because of the customer 
orientation that aims to please the customer (Wang, 2016). In the South African context, Uber 
differentiated itself from the metered taxicab industry by making use of cashless transactions. 
The absence of cash also acted as a bolster for the organisation to present an image of safety. 
In a local qualitative case study by Dreyer et al. (2017) that determined a theory of 
stakeholder value creation or destruction in collaborative consumption business models, 
focusing on Uber in our emerging economy, organisational power was noted as a potentially 
value-destroying component of enacting the collaborative consumption model in South 
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Africa’s emerging economy. The organisation (in this case, Uber) holds ultimate power and 
exercises this power by making swift changes to the application, fares, and means of doing 
business (Dreyer et al., 2017; Ravanelle, 2017b). To make matters worse, the organisation 
does not consult stakeholders before making widespread changes. One such change that 
reflects the customer orientation of the organisation, the drive to procure as many customers 
as possible, was the revised introduction of cash payments to Uber South Africa (Dreyer et 
al., 2017). Stakeholders such as riders and drivers were not consulted and outraged metered 
taxicab affiliates redoubled their offensive against app-based taxicab drivers. Drivers also 
became targets for criminals (Dreyer et al., 2017). Despite this, the organisation stated that 
the introduction of cash payments had no adverse effects on safety. This organisational denial 
of safety concerns that were readily and keenly felt by drivers, shows the organisation’s 
preference for procuring riders, augmenting their bottom line, and disregarding the safety of 
the driver in order to create an impression of safety for the riders. In a bid to please the rider, 
the organisation designs and acts on policies that are biased in favour of the rider.  
In their case study of Uber drivers, Rosenblat and Stark (2016) discuss Power 
Asymmetries and Pay Rates within the Uber system, and found that Uber drivers perceived 
that riders were favoured by the organisation in dispute resolutions and outcomes, resonating 
with the findings of the current study. Wang (2016) investigated discrimination in service 
work, finding that customer-sourced ratings contained biases and manifested power 
imbalances between clients and service providers, whereby the former holds the greater 
power. Further examples of customer privilege were noted by Chan and Humphreys (2018) 
in their investigation of how rider-sourced ratings are used to discipline, direct, and terminate 
drivers based on a standardised and demanded rating level, whereas a rider’s rating is not 
grounds for rider profile termination, even if it becomes low. Similarly, in the findings for the 
current theme, rider privilege was detected. It was found that the rider privilege manifested in 
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the policy requirements on information required to register a profile that differed between 
driver and rider.  
Personal data we process (Privacy Policy for Drivers): Name, e-mail, phone number, 
place of residence. Geolocation of drivers and driving routes. Information about 
vehicles (including registration number). Driver’s efficiency and ratings. Driver’s 
license, photo, profession and identity documents. Data about criminal convictions 
and offences. The financial data of providing transportation services is not considered 
as personal data, because drivers provide services in the course of economic and 
professional activities. (Taxify OÜ, 2018c, Privacy Policy for Drivers, para. 3) 
Personal data we process (Privacy Policy for Passengers): Name, phone 
number, e-mail address. Geolocation of the passenger, the time and the destination of 
a journey. Payment information. Information about disputes. Identification data of the 
device on which the Taxify app has been installed. (Taxify OÜ, 2018d, Privacy Policy 
for Passengers, para. 3) 
Taxify policies have corresponding and directly comparable requirements 
surrounding information needed to register both a driver and rider profile, whereas the Uber 
policies appear only apply to drivers. Although Taxify policies are stipulated for both riders 
and drivers, which is not the case with Uber, it may be determined that the lack of 
corresponding policy applying to riders for Uber could indicate that one set of expectations 
and requirements applies to the driver and not the rider. 
Background Checks: All drivers wanting to use Uber app are required to undergo a 
screening process to ensure safety and compliance with our criteria 
Accurate Personal Information: The Uber app is designed to give riders identifying 
information about drivers and their vehicles, like their name, profile picture, vehicle 
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model and license plate number, before the trip begins. (Uber Technologies Inc. 
Legal, 2018a, Why drivers can lose access to Uber section, para. 46) 
 Having a set of standards and requirements determined by the organisation that 
applies to one party (the driver) and not the other party (the rider) may be categorised as a 
deviant organisational behaviour. The deviant organisational behaviour here is the double 
standard enacted. The organisations wish to present an impression to its stakeholders of 
safety for riders. Aspects of a driver’s personal information that are required for registration 
of a profile on these organisations’ platforms, such as residence information, identity 
particulars, photographs, and criminal records, stipulated as necessary requirements in the 
policies of these organisations, support the image and reputation of safety created by the 
organisation. The protection of the rider is of paramount importance to these organisations as 
this is the face they are presenting to stakeholders, and upholding such an image (through 
abovementioned policies) is perceived to benefit the organisations’ bottom line. In Wang’s 
(2016) research paper into the discrimination against service workers that can manifest 
through customer-sourced ratings and evaluations, she highlights customer orientation, which 
dictates “customer is king” and seen as always being right. This is constructed by the 
organisation as a means to satisfy clients, who are seen as the most key element to heed in 
order to augment the organisation’s bottom line. Such an orientation allows the client to 
enjoy greater power than the service provider. Of particular note is the imbalance between the 
controls and restrictions placed on the service provider versus the leniency surrounding client 
behaviour (Wang, 2016).  
The double standard of these policies is sharply felt by drivers when their safety is 
subsumed and disregarded, yet the policies surrounding information of riders and drivers also 
has a direct impact on the drivers’ safety. This is of particular concern in the South African 
context, where drivers are working under tumultuous conditions of threat of violence and 
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even death from their metered taxi counterparts, as well as being targeted by criminals for 
their cash payments and smart devices (Dreyer et al., 2017). Criminals posing as riders put 
the driver in an extremely vulnerable position. The rider (who may later be established as a 
criminal with criminal motives behind the requesting of the trip) is more easily able to 
register a profile on the platform than a driver. The rider has no requirement to provide 
personal information that ensures they are traceable by law enforcement officials, such as 
their residence particulars, identification documents, or even photographs. Instead, riders may 
register with their name and their contact details. A further implication of these policies is the 
double standard with regards to termination. When a driver is terminated, they have no means 
to re-establish their profile on the application as the organisation blocks them permanently on 
the basis of their unique ID number from valid identity documentation, whereas a rider may 
register again after termination with a fake name, and/or alternative contact details. Whatever 
criminal or deviant activities caused the rider to be booted from the service may easily make 
their way back into the organisation. Elimination of a criminal or deviant customer element 
from the organisation is mismanaged by the organisation through policies that privilege 
clients over drivers. Reynolds and Harris (2006) found that the concept of customer 
orientation—treating the client as though they are always right—puts severe pressure on 
service providers, who engage in deleterious coping behaviours in response to this, which 
ultimately cost the organisation. The idea of customer sovereignty upheld by organisations is 
outdated and customer deviance is a norm that organisations must take note of (Reynolds & 
Harris, 2006). Wang (2016) further highlights the power imbalance between customers and 
service providers by drawing attention to the lack of consequences that a client is likely to 
face for bad behaviour. The anonymity of the customer (which is comparable to the ease with 
which a client may use a pseudonym), as well as the diminished likelihood of reprimand of 
the customer who is rather seen as always being right, affords the client the privilege of 
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acting as they please and suffering no consequences. The criminality and deviance of the 
customer is not being effectively eliminated by the organisation and instead the criminal or 
deviant customer element is constantly able to slip through into the organisation, terrorising 
drivers on a continuous basis, in a never-ending cycle. Furthermore, metered taxicab affiliates 
who may utilise the application to terrorise the drivers are able to follow the same means of 
re-registration on the application following termination of their profile after intimidating 
drivers.  
The safety of the driver is compromised in a severe manner both because the driver 
has no means to trace an assailant after the fact, but they also have no means to put a stop to 
ongoing tyranny as the organisation shapes the policies, protects the client, and holds and 
withholds all the information. In a report for The Star newspaper, Mashaba (2018) 
interviewed app-based taxicab industry drivers in the wake of the deaths of two Taxify 
drivers, Nathaniel Dibete and Max Nyoni, and states similar concerns—that riders are 
untraceable in the wake of criminal- or metered taxi related attacks and drivers would be 
better assured of their safety and recourse opportunities if riders had to supply their identity 
numbers for registration of their profiles. Driver safety should not be disregarded for the 
privilege of the rider when the reality of the South African context makes driver 
endangerment more likely than risks faced by clients at the hands of drivers. Schneider and 
Bowen (1995, in Browning, 2008) note that “just as customers have the need for security, 
esteem and fairness and justice so do front-line employees. The need for security is to feel 
secure and unthreatened physically, psychologically and economically” (p. 467). Browning 
goes on to comment on this, stating that organisational policies and procedures that are rigid 
cause these needs to be threatened for the front-line service provider. 
Instilling Fear in the Driver. Under the Organisation category, it has been possible 
to examine ways in which the organisation may manage impressions, which continues to be 
  116 
the case based on the findings for Instilling Fear in the Driver. Jones and Pittman (1988) are 
widely cited for their contribution that “actors” are motivated to appear as more than simply 
likeable when engaging in impression management: “actors are also frequently motivated to 
have others view them as competent, morally worthy, dangerous, or pitiful” (Gardner & 
Martinko, 1988, p. 329). This appears to be the case in the current research, in that the 
organisation appears fearsome. Mohamed et al. (1999) extend this notion when they apply 
impression management theory espoused at an individual level to the broader organisational 
level through their conception of a taxonomy of “organisational impression management” 
tactics. Based on findings contributed through interviews with app-based taxicab drivers, they 
fear the organisation and avoid accounting to the organisation or making themselves known 
to the organisation in order to avoid organisational penalties, disciplinary action, or adverse 
termination decisions.  
The drivers, through disclosure or interaction with the organisation or through 
drawing attention to themselves perceive that they make themselves vulnerable. Such 
behaviour and perceptions by the drivers indicate an aura of fearsomeness that the 
organisation has impressed upon them. Mohamed et al. (1999) refer to this form of 
“organisational impression management” as “Intimidation”. Oliver (1991, in Mohamed et al., 
1999) contributed understanding of what intimidation entails:  
This tactic is used to convey impressions of organisational power and assertiveness. 
The organisation desires to be perceived as having the ability and willingness to 
inflict harm on those who frustrate its objectives. It is most viable when the target is 
dependent upon the organisation for survival. (p. 114) 
It appears that the organisation has succeeded in being perceived by drivers (the 
target) as being ready and willing to inflict harm, as the organisation is judge, jury, and 
executioner when determining the deactivation of a driver and his or her profile. 
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Organisational policies of the app-based taxicab organisations are a means through which the 
organisation instils fear and executes decisions that reinforce fear responses for drivers. 
Impression management of Intimidation is targeted at drivers, as is evident in the following 
extracts from company policies. 
 Taxify or Taxify group companies and partners are entitled to immediately terminate 
the Agreement and block your access to Taxify Platform without giving any advance 
notice … in our sole discretion. In the aforementioned cases we may, at its own 
discretion, prohibit you from registering a new Driver account. (Taxify OÜ, 2018a, 
Term and Termination section, para. 68). 
If you fail to meet the minimal service requirements, such as the minimal rating and 
activity score, we are entitled to immediately terminate the Agreement without giving 
any advance notice. (Taxify OÜ, 2018a, Term and Termination section, para. 70). 
We believe it is important to have clear policies that explain the circumstances in 
which you may be denied access to Uber; how (if at all) you can use the app again; 
and if you can appeal these decisions. (Uber Technologies Inc. Legal, 2018a, Why 
drivers can lose access to Uber section, para. 20). 
If your account has been deactivated for quality reasons like low star ratings, you may 
have the opportunity to get back on the road. (Uber technologies Inc. Legal, 2018a, 
Getting Back on the Road After Deactivation section, para. 58). 
Rosenblat and Stark (2016) draw conclusions about the controlling nature of the Uber 
organisation, which is able to determine wage rates, perceived by drivers to be set too low; 
withhold pertinent information (Chan & Humphreys, 2018; Rosenblat & Stark, 2016) such as 
location of the rider at the point of request acceptance; and failing to protect workers as they 
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shift risk onto drivers, thereby creating a precarious workforce (Rosenblat & Stark, 2016). 
Chan and Humphreys (2018) echo the control that Uber exercises over drivers by shifting 
risk from the organisation onto drivers. The “so-called shared economy” is a means of 
shifting the responsibilities of employment away from the organisation so that no benefits, 
contracts, or security are guaranteed, and where the risks associated with the business are 
placed on the worker (Dreyer et al., 2017; Ravanelle, 2017b). The position of the worker 
within this model is precarious (Chan & Humphreys, 2018; Ravanelle, 2017a, 2017b; 
Rosenblat & Stark, 2016).  
What is most pertinent to the current theme and in light of the app-based taxicab 
organisations’ policies quoted above, is Rosenblat and Stark’s (2016, p. 3765) conception of 
“Uber’s power of interpretation”, which refers to Uber’s collection of data on both riders and 
drivers applied to any disputes that arise between the parties. Uber defines this data regarding 
trips as well as through GPS tracking and client-sourced ratings as “objective” and so it is 
used conclusively to conclude disputes that arise (Chan & Humphreys, 2018; Rosenblat & 
Stark, 2016; Wang, 2016). The power of the organisation is apparent also in the policies as 
the organisation has shaped itself as the ultimate decision-maker in the entire system. The 
driver is at the mercy of the decisions made for termination that are at the discretion of the 
companies, thus causing fear. There is a lack of transparency for the way that these decisions 
are made, and drivers do not have access to information collected by or used in the decision-
making process of the organisation or means to appeal decisions made (Chan & Humphreys, 
2018; Rosenblat & Stark, 2016), leaving drivers with no means of reducing their fear 
response. The organisation is able to exercise ultimate power over drivers, through quoting 
collected “data” which is only available to the organisation (Chan & Humphreys, 2018), 
which helps the organisation to remove itself from the decision-making process whilst still 
controlling drivers and making termination decisions at their “sole discretion”. The 
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organisation holds the overall power to determine who may use their platform (Dreyer et al., 
2017) and utilise their power as an instrument for instilling fear in drivers. Much of Jones and 
Pittman’s (1982) individualised theory of intimidation as an impression management 
strategy, applies to the organisation instilling fear in drivers: 
The actor seeks to receive the attribution that he has the resources to inflict pain and 
stress and the inclination to do so if he does not get his way. Quite unlike the 
ingratiator, the intimidator typically disdains any interest in being liked; he wants to 
be feared, to be believed.” (p. 238; emphasis in original) 
Not only is the position within this new business model precarious, but it is also 
controlled by organisations that give power to riders. Organisational policies that allow for 
clients and service providers to rate each other in order to maintain service quality directly 
compromises the job security of the worker; in the case of the current research, this would be 
the driver (Dreyer et al., 2017, Ravanelle, 2017a). Another tool for the exercising of 
“intimidation” by the organisations is customer-sourced ratings. Uber standards dictate that 
drivers must maintain a rating of at least 4.6 out of 5 stars in order to remain affiliated to the 
platform, which is a performance evaluation sourced solely from riders (Dreyer et al., 2017; 
Chan & Humphreys, 2018; Ravanelle, 2017a, 2017b; Rosenblat & Stark, 2016; Rosenblat et 
al, 2017; Taxify OÜ, 2018a; Uber Technologies, 2018a). In the case study of Uber drivers by 
Rosenblat et al. (2017), star ratings were found to be a concern for drivers, leading them to 
experience anxiety about their ratings, particularly their volatility, despite unchanging driver 
behaviour. Such anxiety around ratings links to the direct relation of star ratings to job tenure 
for drivers, where they are used as a determinant for driver termination (Chan & Humphreys, 
2018; Rosenblat et al., 2017; Taxify OÜ, 2018a, Uber Technologies, 2018a). In her study of 
service-workers experiences of the customer-orientation, Wang (2016) highlights that the 
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organisation is able to express their power through customer-sourced evaluations because the 
service worker then constantly feels the presence of the organisation through the customer, 
and knows that he or she is constantly under surveillance. Ravanelle (2017b) found that 
workers experienced feelings of anxiety due to the precarious nature of the work undertaken 
by workers in this business model and sharing economy, and that they experienced the review 
process as both exhilarating and frightening (Ravanelle, 2017a). Clients have no channel for 
expressing their dissatisfaction with Uber as a whole and, since their only rating system is 
based on each individualised trip and each driver, riders may channel their overall frustration 
at the service in general into an individual driver’s rating (Rosenblat & Stark, 2016), which is 
interpreted here as another means for the company to shift risk onto the driver. The driver 
takes a hit to his or her image and reputation, not the organisation as a whole, and once again 
the driver has something to fear in the organisation’s power to do this, with no means of 
altering the system (Chan & Humphreys, 2018; Ravanelle, 2017a). The organisation takes 
advantage of the fact that the driver is not directly employed in the organisation and as such 
appeals against decisions made using client-sourced evaluations are much more difficult for 
service workers to make successfully (Wang, 2016). Furthermore, the organisation is able to 
deflect the dissatisfaction, anger, and frustration of riders onto drivers, and as a result avoid 
directly facing up to riders’ ill behaviour, leaving drivers to deal with, adapt to, and face the 
related consequences thereof (Wang, 2016). 
 The organisation is using the “organisational impression management” tactic of 
intimidation in order to bring about their fearsome image in the driver, who is the target. To 
achieve this, the organisation relies to a large extent on the policies it has devised that give it 
ultimate power over drivers’ livelihood, their standing in the organisation, and behaviour. 
This achieves their goal of shifting risk to workers, growing their bottom line, and distancing 
themselves from direct involvement in employment decisions in order to create an impression 
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of facilitating the entrepreneurial activities of drivers, to targets such as riders and the media, 
which is deviant since the image portrayed belies the reality of fear, precarity, lack of control, 
and tyranny felt by drivers.  
5.5. Integration 
Findings made in Chapter IV were argued and supported through literature in 
Chapter V. In this chapter the themes of Rendering Deviant Favours, Politely Requesting 
Higher Ratings from Riders, and Lying to the Rider were interpreted and made sense of 
under the category of the Driver. Themes of Rude Riders, and Lying Riders were interpreted 
and made sense of under the category of Riders. Finally, Themes of Conflicting Policies, 
Privileging the Rider over the Driver, and Instilling Fear in the Driver were interpreted and 
made sense of under the category of the Organisation. The categories act as a guiding 
framework for the meticulous and systematic interpretation of deviant impression 
management behaviour. Through the sense-making process it has been possible to determine 
the goals, motivations, targets, driver factors, customer factors and organisational factors that 
influence the use of deviant impression management behaviours. 
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CHAPTER VI: CONCLUSION 
6.1. Introduction 
In this chapter, I conclude this study of deviant impression management in the app-
based taxicab industry. What follows is a summary of the findings, which I will relate back to 
the objectives of determining deviant impression management behaviours, its targets, the 
goals and motivations of the behaviour. Outlining of the value that the study intends to 
contribute will follow, in terms of theoretical and practical implications. The limitations and 
recommendations of the study are outlined as a departure point for reflecting on and 
recommending means of mitigating these limitations. Following this will come the 
managerial implications, a means to assist management in the app-based taxicab industry to 
improve the quality of business for drivers, riders, society, and the organisations themselves. 
6.2. Synopsis of the Study 
 The current study investigated the deviant impression management strategies utilised 
by the players in the app-based taxicab industry, along with the targets and objectives of 
these behaviours. The findings were organised according to the categories of Driver, Rider, 
and Organisation in order to better differentiate the actors engaging in the deviant impression 
management.  
Under the Driver category, findings pointed to drivers’ engagement in the deviant 
impression management behaviours of Rendering Deviant Favours, Lying to Riders, and 
Politely Requesting Higher Ratings from Riders. The targets of these behaviours were the 
riders, in face-to-face interactions during trips conducted. Either the rider influences the 
behaviour of the driver, leading the driver to behave in a deviant manner in order to secure 
positive ratings from the rider, ratings being a tangible measure of the impression created and 
holding high value for the driver as they are also the means through which drivers’ 
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termination from the platform is enforced by the organisation. The link between impression 
management and deviant workplace behaviour was determined, whereby drivers use deviance 
as a means to secure or manage their preferred impression.  
Under the Rider category, deviant customer behaviour was found to illustrate the link 
between impression management and deviant behaviour, whereby clients break 
organisational policies as a means to bring about their own preferred impressions, which has 
been an area of research that has thus far drawn little attention. Customers not only act 
deviantly, but do so in order to create an impression in their targets. Unlike drivers who were 
found to target customers only, riders had multiple targets including the driver, the 
organisation, and law enforcement officials. The goal of the deviant impression management 
behaviours of riders in which they lied or behaved in a rude fashion was instrumental in 
allowing them to avoid punishment by portraying an image of innocence, shift blame to the 
driver, portray an intimidating image towards the driver, and ultimately procure financial 
rewards for their behaviours in the form of discounts or reimbursement on trips. Riders were 
able to enjoy the power conferred on them by the organisations to feel superior to the driver 
and to be served by the driver.  
In the category of the Organisation, there was a shift in understanding deviant 
impression management at a broader and less individualised level, which was potentially 
more complicated than the other two categories. The organisation is also able to manage 
impressions in a deviant fashion, not by breaking organisational policies, but by portraying an 
image that is in stark contrast to the creation and implementation of their actions and policies. 
Targets of organisational deviant impression management are society, the media, riders, and 
drivers, and the deviance is brought about through the discrepancy between image projected 
and actual policy. Whilst the organisation works to appear benevolent through its 
entrepreneurial ethos and pursuit of safety (for riders), drivers experience a different image of 
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the organisation—one of an all-powerful, dictatorial organisation that appears to care little for 
the safety of its drivers, concerned rather with augmenting its bottom line and actively 
devising and enforcing policies that instil fear in drivers, compromising their tenure in the 
organisation.  
In summary, the motives and goals of each actor differ; drivers seek safety and job 
security by ensuring they maintain 5-star ratings; clients seek to enjoy their “customer as 
king” status and seek out monetary rewards for their behaviour; and the organisation is 
focused on their profits, avoiding the burden of traditional conceptions of employment and 
instead shifting risk to drivers, keeping clients happy in order to secure financial returns, and 
enjoying the all-powerful status that the technologically driven model affords them. Driver 
factors of precarity of their position push drivers to engage in deviant behaviours that may be 
influenced by clients but that are certainly driven by their need for 5-star ratings, which, if 
not tended to, are used to terminate drivers’ affilitation to the platform. Client factors of being 
treated as sovereign through rating drivers and finding success and privilege in complaining 
about drivers, allows clients to get away with deviant behaviour for their own benefit. The 
organisational factors of contradictory policies, customer orientation, rating systems, policies 
that give the organisation sole power, and the means to instil fear in drivers, affect the 
behaviour of drivers’ clients, as well as the organisation itself. 
6.3. Contributions of the Study 
 The current research was conducted in order to make a contribution. The practical, 
theoretical, and methodological contributions of the current study are presented below, based 
on the findings and interpretations from Chapters IV and V. 
6.3.1. Theoretical Contributions. The current study contributes to the body of 
knowledge on the app-based taxicab industry, which has been paid limited attention in the 
South African context. Investigating and understanding the business model of app-based 
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taxicab organisations implemented in the developing economy context, are crucial as a 
contribution to knowledge going forward. Through conducting the current study, impression 
management research, both generally and in the South African context, has been augmented 
by broadening ideas of behaviours that may bring about preferred impressions, as well as 
exploring organisational-level impression management behaviours, explored in a limited 
capacity in literature as opposed to the historically favoured research into individual-level 
impression management. Deviant workplace behaviour theory, of interest to many 
organisations plagued by such behaviour, has been re-emphasised due to its applicability in 
service industries and disruptive organisations. Most notably, the novel concept of deviant 
impression management behaviour has been contributed to the body of knowledge. Such a 
concept has not previously appeared in literature, yet through this contribution has great 
potential to have an impact across industries.  
6.3.2 Practical Contributions. On a practical level, the introduction of the concept of 
deviant impression management has revealed that there is room for drivers in the app-based 
taxicab industry to advocate and fight collectively for a revision of organisations’ policies as 
their current construction is unfair on drivers. Perhaps if drivers could petition organisations 
armed with the knowledge that organisational power and customer privilege is undermining 
and disadvantaging them, they may have an informed argument to present for their 
emancipation. If drivers possess knowledge of elements of the organisations that are 
compromising their job security, well-being, and safety, and that harm the psychological 
contract formed between drivers and clients/organisations, they may be better positioned to 
strengthen their argument and achieve progress to safeguard their livelihood and safety, and 
gain greater autonomy in their work lives.  
In practice, following on from the current research, riders could examine their 
privileged position, and take greater responsibility in their rating of drivers, learning that any 
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rating below five stars is considered a failing grade. Riders should understand that their 
cancellation of rides contributes to driver deactivation, and that they should make responsible 
complaints that eliminate fabrication, deceit, and ulterior motives for personal gain. Riders 
must re-examine the image of safety portrayed by the organisations. Privileging the safety of 
riders over drivers does not a safe organisation make. Riders may wish to petition for 
equitable registration procedures applicable to drivers and riders alike in order to take safety 
seriously, as opposed to accepting the lip service paid by organisations, and in so doing may 
better safeguard drivers as well.  
6.3.3. Methodological Contribution. Researching deviance through interviews is a 
difficult feat as participants are engaging in impression management themselves and perhaps 
do not wish to reveal or admit to any of their own deviant workplace behaviours. Through the 
current research, the research questions were designed and developed in such a way so as to 
allow the participant to reveal deviance, by attributing it to another person in the industry 
through the question “Have you heard stories from other drivers about breaking policies?” 
While the participant may truly have been speaking about another driver, it was possible that 
the driver could describe his or her own breaking of organisational policies through the guise 
of it having been the behaviour of another driver known to him or her. 
6.4. Limitations and Recommendations 
 The current study relied on driver interviews in order to investigate behaviours of 
deviant impression management. Although only drivers were participants, behaviours of 
riders and the organisations were interpreted as well. In future it would be preferable to study 
all stakeholders, such as the app-based taxicab organisations, riders, and the media, as they 
too have been subject to having inferences made about them. 
In the current research, interviews were used to collect data on behaviour that had 
been enacted in the past. It may be difficult for participants to recall past behaviour 
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(especially during a short interview), and as such, in future, using the data collection method 
of diary studies may be a useful means of collecting data on behaviour as and when it occurs. 
Perhaps future researchers could investigate the effect that the gamified nature of 
applications have on deviant workplace behaviour of workers in the on-demand economy. 
For example in the organisation, Uber, the location of a rider requesting a driver is masked to 
avoid having drivers choose trips based on distance, yet such a scenario withholds pertinent 
information from drivers, particularly in the unsafe South African context leading to drivers 
having to engage in deviant behaviours of cancelling requests, or requesting alternative 
pickup points from clients in order to safeguard themselves against the threat of danger. 
Perhaps future research can evaluate the reduction in bias that other means of 
determining service quality may present from the perspective of both organisations and 
customers. If like in other on-demand organisations such as AirBnB, the ratings and reviews 
may rather be used as a means for clients to make decisions regarding which service provider 
to engage with as opposed to it being a determining factor of the tenure of the service 
provider as is the current process in e-hailing organisations.  
Limitations were present in the study in terms of having limited literature to draw on 
in the South African context about the on-demand economy. It required continued efforts to 
seek out literature, to be resourceful, and to remain determined to continue with the research. 
Research into this context is duly needed and future research must strive to make a 
contribution in this area to ensure progress and to make an impact in the economy. 
6.5. Managerial Implications 
Following the findings of the current study, app-based taxicab organisations operating 
in South Africa may sit up and take notice of the following changes that would benefit the 
well-being of drivers, and in turn the bottom line of the organisation. Continuing to enact a 
customer orientation where the client is seen as king, or where the “customer is always right” 
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is no longer considered to be the best means of orientating an organisation. Despite perceived 
augmentation of the bottom line, there are costs associated with the deviant workplace 
behaviour that arises in drivers as a response to the deviance of riders, particularly when 
customers engage in deviant workplace behaviour and take advantage of their sovereign 
status. Clients are behaving in a deviant fashion, portraying images of themselves as 
innocent, victims, and sovereign in order to secure personal benefits such as being “served” 
by drivers, and claiming back financial benefit in the form of discounts, and reimbursed trips, 
thus costing the organisation. 
Organisations must make it a prerequisite for riders to identify themselves 
legitimately to prevent criminal activity and to allow for recourse should illegal activity 
emanate from the rider. By doing so, the organisation will take into account the contextual 
factors that plague drivers, going some way to protect drivers from metered taxicab attacks, 
reducing ease of criminal activity through the app, and bringing about fairness between 
expectations of drivers and riders at the point of registering an account.  
The organisational leadership must consider reducing the ratings threshold of 4.6 stars 
in order to take into account customer deviance of producing fake ratings and complaints 
made through the application. The organisation must alter the rating system employed in 
order to bring about greater fairness in termination decisions of drivers’ profiles. The rating 
may still be judged by the organisation in termination decisions but used in conjunction with 
other more traditional performance evaluation methods.  
It is crucial, following the findings of the current study, for app-based taxicab 
management to re-look at their policies and eliminate those that are contradictory in order to 
create clear behavioural guidelines for drivers to follow. In order for the organisation to 
embrace its expression of partnership between driver and organisation, the organisational 
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management would do well to consult with stakeholders when making changes to the 
application, fare rates, algorithm, and means of conducting business. 
To address some of the precarity experienced by workers in the disruptive economy, 
the organisation may provide a means for clients to rate the organisation as a whole. Activity 
scores should be redefined in the South African context, taking crime, location, time of day, 
and metered taxicab threat into account. Finally, the capitalist nature of the organisations in 
the app-based taxicab industry needs to be curbed by reducing demand for monetary shares in 
the transactions of drivers, taking into account the financial circumstances of drivers 
constrained by context.  
6.6. Integration 
 Chapter VI provided a summary of the findings of the current research as a means to 
give an overview of the successful combining of impression management and deviant 
workplace behaviour theory in the app-based taxicab industry, with particular reference to the 
multiple actors involved. Other aspects of the objectives were summarised and addressed in 
the synopsis in order to determine the targets, motives, goals; and driver, rider, and 
organisational factors impacting on deviant impression management. In order to have a more 
widespread contribution, the value of the study was explored in terms of the practical, 
theoretical, and methodological implications, as they relate to the current study. The 
limitations of the study were noted, along with ideas to mitigate those limitations. The 
managerial implications were outlined with the aim of having a tangible impact in the 
industry through the research, to make it more accessible, and to distil the most notable 
contributions to the app-based organisations.
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APPENDIX A: OVERVIEW OF THEMES 
Table 7: Overview of Themes (Behaviours) Derived from the Thematic Analysis 
Themes 
Description of 
Themes Frequencies Examples 
Drivers 
Rendering 
Deviant 
Favours  
(original 
theory) 
Drivers engage in 
behaviours that are 
favourable to riders, 
that may not strictly 
be obligatory services 
for a driver, but 
create a favourable 
impression of the 
driver in the eyes of 
the rider, or 
behaviour that 
ensures that the 
driver may render 
their services to a 
rider in an impressive 
manner despite 
dangers that the 
driver faces from 
metered taxi 
operators 
7 “You just pick the ri- the client and then you go cause like it happened like uh, many times, 
if I could say yeah it happened many times. Perhaps somebody can request for you while 
he’s in Cape Town ja so you don’t have to choose you know what, no I can see this is 
Jessica this is not Jason no. You don’t have a right to pick.” (Racer) 
 
“Ja, you’re not allowed to do that. You can do that in terms of at least making the rider a 
favour but if the- the- the- the- the company will notice that, then you will be fired and you 
will be punished for uh, infringement” (Paddler) 
 
“As I did them a favour to take five passengers and then I tried to talk to them just to wipe 
off their mess, and then one of them became rude and then started telling me, he’s going to 
write for [App-based Company 1] and tell [App-based company 1] everything that I told 
him, so now I appeared as a bad person, as it’s them who asked me to take five of them” 
(Paddler) 
 
“Ah! They will tell you that whenever you experience such a problem you complete the 
trip or cancel the trip and leave the person, right there! At that uh, scene, ja so sometimes, 
you- you feel sorry for the person, you take him with his, uh, dangerous drugs, take him 
back to where he was. Just for the sake of you know getting money, or ja, getting a good 
service from, ja, the rider.” (Paddler) 
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Themes 
Description of 
Themes Frequencies Examples 
“You can only do a favour. If you don’t follow the, the regulations of the, of the company, 
ja then you can do it, but if you stick to the rules, then you won’t allow such things to 
happen.” (Paddler) 
 
“Well, like I said um, it’s all about 5 star service. Even when you see that uh, this thing is 
not allowed to be done, you can do it, in terms of convincing the rider to give you a 5 star.” 
Paddler 
 
“You’re not allowed. It’s a policy of the – it’s national policy for the country, to start with. 
Before it can be [App-based Company 1] policy but, it’s a national policy for the country, 
for South Africa, so you don’t – they didn’t have to exactly describe speed limit but the 
customer will ask you to do it anyway, the funny part… The funny part, the tricky part is, if 
you don’t do it, they will rate you bad! (laughs)” (Diver) 
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Themes 
Description of 
Themes Frequencies Examples 
Politely 
requesting 
higher 
ratings 
from 
riders 
Star ratings that 
indicate the service 
standards, favourable 
behaviours, and 
overall positive or 
negative impression 
of the drivers, are 
manipulated through 
drivers politely 
requesting that riders 
evaluate them with 
higher star ratings 
than perhaps they 
would have if they 
were left to rate the 
driver without 
interference as 
perhaps intended by 
the organisation 
3 “…you are not familiar with the place and the people you just go to the place where you 
are familiar with the people and then those people however you give a ride to, you tell them 
no my rates are down can you give me five star, each one of them you tell them to give you 
five star then the rates goes up again … ” (Skater) 
 
“…if you are operating in the area where you stay, you are familiar with those people ja 
you just tell them my ratings they are low can you please help me I want to push them up” 
(Skater) 
 
“Ah that’s that’s the way that I normally use, I- cause others they was say you can ask if 
friends to request you but ah, its difficult because it you can ask one friend to request you 
but to find many people to request you without giving them a ride its difficult ja but its 
better its better to ask those people that you give rides to give you good ratings” (Skater)_ 
 
“I’m trying by all means to pick up. Yes. I encourage my clients ‘can you please rate me 
nicely’ then they do that.” (Sprinter) 
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Themes 
Description of 
Themes Frequencies Examples 
Lying to 
the rider 
Lying is engaged in 
by drivers either to 
create the impression 
that the driver is 
engaging in deviant 
behaviour requested 
by the rider, such as 
speeding, or to 
conceal deviant 
behaviour that the 
driver is in fact 
engaging in, 
unbeknownst to the 
rider. 
2 “It depends if, if I see that, uh, there- it’s at some point whereby you find that you’re going 
something like uh, 80 né? And then the speed limit is 120, you stick to 120. The car is 
always on the speed ja, you stick to 120. You’re not breaking any rule. Ja, so you just lie to 
them, I’m going 130, but you’re going 120” Boxer 
 
“But if you are smart enough as a driver when they ask you, ‘why you didn’t turn here?’ 
you just say ‘what are you, what are you using ma’am?’ / ‘oh I’m using google maps’ / ‘no, 
I’m using Waze, it says we should take the next offramp.’ That one is very smart, you 
must, you must never do that again as a driver. You know very well that he’s watching 
you” (Gymnast) 
 
Riders 
Rude 
riders 
Riders direct rude, 
aggressive, or 
impatient behaviour 
towards the driver in 
order to bring about a 
preferred image of 
themselves 
 
6 “Uh, I’m always down hey. But I never had an experience. Maybe I can have an experience 
arguing while the network—I can’t find the location nicely. [Changes voice] ‘Where are 
you, I’ve been waiting here!’ [Returns to normal voice] Something like that hey. [Changes 
voice again] ‘I can’t see you!’” (Swimmer) 
 
“… It’s not easy to identify him whether- maybe, especially maybe he is in a hurry, ja, 
that’s where maybe they usually be rude.” (Swimmer) 
 
“Although or how can I say, or regardless sometimes you meet like, rude people and stuff 
but it depe- it depends on who you are as a driver, you should know how to maintain such 
people.” (Racer) 
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Description of 
Themes Frequencies Examples 
“As I did them a favour to take five passengers and then I tried to talk to them just to wipe 
off their mess, and then one of them became rude and then started telling me, he’s going to 
write for [App-based Company 1] and tell [App-based Company 1] everything that I told 
him, so now I appeared as a bad person, as it’s them who asked me to take five of them” 
(Paddler) 
 
“Ja, you cannot. You cannot you don’t have to at all, no matter how bad you’ve been 
provoked, all you need to, let’s say for example, a rider sends you an sms, insulting you, 
you don’t have to write back. You can just do a screen shot for the messages that are from 
the rider send to the [App-based Company 1] and then they’ll decide what to do with the—
” (Diver) 
 
“Ja, so you make sure that you’re always polite, ja. You need not uh, be on the rider’s 
situation whereby maybe if uh, he says [Shouting aggressively] ‘Hey! Can you switch on 
the aircon!’ [At a normal volume] You don’t have to say, ‘No! No! Keep down! Keep 
down!’ No. You just have to follow the— the— the instructions.” (Paddler) 
 
Lying 
riders 
Riders lie either 
about the conduct of 
the driver to the 
organisation, the 
authorities, or the 
driver 
6 
 
“No… the bad experience. It’s just that they told me that, some other clients, they just go 
with them, when they arrive maybe OR Tambo, he said: ‘No. Wait here my man, I’m going 
to withdraw the money.’ Then he went off.” (Sprinter) 
 
“… I found that my uh, [App-based Company 1] account driver profile was blocked and 
then eh, they’ve sent the wrong information to the office. They told the office that, uh, I 
was drunk, and then I was driving them, drinking and driving and then they told the office 
that uh, I was sleeping on the wheel.” (Climber) 
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Description of 
Themes Frequencies Examples 
“… she complained she said uh, I’m driving very slowly, she’s going to send an email to 
[App-based Company 2] and then I told her that “my sister I won’t drive more than 120 
that’s the normal speed here. If I drive 120 and I get a ticket or fined who’s gonna pay that 
ticket but she was angry but she kept quiet and then I think she sent an email to [App-based 
Company 2] but what I know is that she lied.” (Climber) 
 
“Yes. For your ratings. If you don’t do it, they get out of the car, they give you one star and 
then they said the driver was very rude and they can add the story that they want to add 
there. That’s the thing so…” (Diver) 
 
“‘No, no, no! you are a bad driver cause you don’t want me to smoke here!’ – you see? 
When he get out of the car he just rate you nonsense.” (Sprinter) 
 
“Let’s say maybe for instance you go, you- you- you still continue with the, you still 
continue with the trip and uh, on the way you meet the cops, and the cops stop you, and 
they search the car, found the drugs in your car, and then the rider denies that those things 
are his things. And you are in trouble so sometimes you just risk such things, you risk such 
things.” (Paddler) 
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Themes 
Description of 
Themes Frequencies Examples 
Organisations 
Conflicting 
Policies 
Organisations are 
putting pressure on 
drivers by designing 
and implementing 
contrary policies that 
directly conflict with 
each other, putting 
the driver in an 
impossible position 
as they do not know 
which policy to 
follow, causing 
deviance 
9 “And then eh, there is another thing which I think is unfair to us, because it’s like eh, when 
you get a request from eh, a squatter camp or in an area that you don’t trust né, it’s like eh, 
it’s like if I reject like, maybe let’s say if I reject five trips from a squatter camp, né? Uh, 
my activity score drops. And then them there by the offices, eh, they will block my 
account.” (Climber ) 
 
“Exactly. When you cancel, the- the- the, your activity score like, drops. And when it drops 
to a certain percentage, there, there, there comes a time when they- they say they are 
blocking you. But you, you can’t just uh, uh, uh deliberately, uh cancel your ride, cause 
you are out to- to- to make sure we- we – we take all the rides so that we- we make as, as 
much money as, as we can. So like we can’t deliberately ca- cancel rides. But there are 
some rides that you see no I’m- this is not a safe ride, like I’m not safe here.” (Weightlifter) 
 
“Exactly. When you cancel, the- the- the, your activity score like, drops. And when it drops 
to a certain percentage, there, there, there comes a time when they- they say they are 
blocking you.” (Weightlifter) 
 
“They said I’ve cancelled too many rides. That’s the message, but however they say we’re 
only allowed to wait for five minutes and then we can cancel the trip. So now, we are 
avoiding to cancel those trips, after 5 minutes” (Diver) 
 
“It’s so stupid! The policy is very stupid. Because uh, if you cancel a lot of trips, if I cancel 
a lot of trips, I got blocked.” (Diver)  
 
“Ja, because you don’t, you don’t wanna get blocked. But it’s their policy that five minutes 
the rider is not there, cancel the trip and leave. You do that, you got cancelled, you got 
blocked from the system.” (Diver) 
 
  149 
Themes 
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Themes Frequencies Examples 
“You’re in trouble, ja. If you do the right thing, you’re in trouble for a week. There’ll be- 
they’ll block you for a week. You won’t be able to work, you know?  And they will tell 
you, ‘this is your first warning, this is the second warning,’ they’ll be telling you, ‘next 
time, you’ll be permanently blocked.’ (Diver) 
 
“Yes. You must try to handle the matter in a professional way. You must try to type and 
explain to the company because if you’re cancelling too many trips, they’re gonna block 
you … Because you don’t serve the customers. But you can cancel the trip and explain to 
them that ‘you know what, guys I’m experiencing this problem: 1, 2, 3, 1, 2, 3’ – they do 
understand.” (Sprinter) 
 
“You see now. We are sitting, they just, they just requested now. Now he cancels, just 
requested then he cancels see when – when a client is cancelling my ratings go down” 
(Wrestler) 
 
“Yes I’ve got ratings. Yes when a client, when clients request two or three times, they 
cancel your ratings go down the moment your ratings go down you are nearly to be 
blocked. But I am not the one who requested, I’m not the one who’s cancelling. It’s the 
client. So now I need to suffer because the clients they requested and cancel you see it’s not 
fair” (Wrestler) 
 
“They need to make a way like when you get a request and the client cancels it needs to 
affect the client one way or the other. Why must it affect me alone?” (Wrestler) 
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Description of 
Themes Frequencies Examples 
Privileging 
riders over 
drivers 
Double standards 
appear to exist – 
meaning that drivers 
and riders are treated 
differently with more 
leniency and 
preference shown 
towards the rider, 
leaving a feeling of 
unfairness and 
compromised safety 
for the driver to cope 
with 
10 “You just go to the police station and report the case that’s all, the person tomorrow it’s got 
another new app, with a new cellphone number, life goes on. They keep on doing what 
they’re doing.” (Diver) 
 
“It’s fair, ja it is fair but with the rider they can always come back tomorrow with another 
number” (Diver) 
 
“That’s where the difference is. Ja. Like the customer who decided not to pay. You know? 
You’ll only report that they did not pay. They’ll block them from using [App-based 
Company 1], but tomorrow they get a new simcard, they use the service, ja or maybe 
their…Or maybe their brothers can start requesting for them and they can use their new 
cellphone numbers, you see? The numbers that are not being blocked yet. But they can still 
come back. But you as a driver, you can’t” (Diver) 
 
“Remember one thing, you, you don’t know the person that you are going to pick up. But 
they know you, isn’t it?” Rower 
“They, we feel like the customers are more important than us, ja, because you know when, 
when you want to be [App-based Company 1] customer, it’s as easy as getting into the 
shop and buy bread. You know there’s no vetting, nothing done whatsoever.” (Diver) 
 
“Then whenever they come and ask you: ‘ooh are you are you Princess?’ Then the rider 
will definitely say ‘I’m Princess.’ Then you have nothing. Remember you the driver, you 
don’t have a picture for the rider. So the rider they can see that whenever the rider can see 
the car is outside it means he’s working with you. He is on the same app with you.” 
(Rower) 
 
“…they prefer listening to the customers first … so like most of the times, you- you find 
most of our guys they’ve been uh deactivated like without uh them like listening to, to both 
sides of the stories.” (Weightlifter) 
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“Correct. And the other thing né? Uh, If a customer treats me badly and uh, I rate him one 
star and then write my reason, his ratings drops with one star but then if a client rates me 
one star and write that uh, comments on my profile, my ratings drops with ten points.” 
(Climber) 
 
“Uh, it happens but, now with drivers like there is nothing you can do even if you, you- 
you – you- you write a submission that uh, “I’ve had a- a very difficult customer or client” 
you- you- you- you write a-a –a report to [App-based Company 2] or [App-based Company 
1] there is nothing absolutely that they normally do but with you- wi- with us drivers like, 
if a client writes something bad about the driver, they immediately like, uh, uh, disconnect 
you and you- you have to go and explain at the office like what is happening, you see?” 
(Weightlifter) 
 
“You see now. We are sitting, they just, they just requested now. Now he cancels, just 
requested then he cancels see when – when a client is cancelling my ratings go down” 
(Wrestler) 
 
“Yes I’ve got ratings. Yes when a client, when clients request two or three times, they 
cancel your ratings go down the moment your ratings go down you are nearly to be 
blocked. But I am not the one who requested, I’m not the one who’s cancelling. It’s the 
client. So now I need to suffer because the clients they requested and cancel you see it’s not 
fair” (Wrestler) 
 
“Then it means you’re gonna come and, and tell them what’s happening, what’s wrong 
why are you getting low rating and why uh, you are blocked. You’re gonna tell them. Or 
else they will provide answers for you, they will tell you ‘it’s either you’re not doing what 
eh, customers expect you to do’…” (Paddler) 
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Description of 
Themes Frequencies Examples 
Instilling 
Fear in the 
Driver 
The organisation 
appears 
unsympathetic to 
driver concerns, 
complaints, or 
accounts and drivers 
avoid engaging with 
the organisation 
4 “Ja, but you know sometimes you have to keep quiet because it will put you in danger, or 
your work in danger, you’ll put your work in danger.” (Paddler ) 
 
“The moment, remember the moment you try to tell them through the app, you’re now, 
you’re now a target, to them. You are now a simple target to them. Which means you 
influence the other guys, so, we all wanna protect our work. So you can’t approach them you 
just leave them to do whatever they want. Cause they’re the bosses.” (Wrestler) 
 
“You can’t just approach your boss cause you know at the end of the day you’ll be a target 
and if you get blocked, if you get chased, what will you do, what are you going to do? Are 
you going to just sit home? You’ve got expenses, accounts waiting for you. Children. You 
need to pay school fees, they need to eat, they need to go to school. So you just- you rather 
leave them” (Wrestler) 
 
“If you approach them, they will block you with immediate effect and it’s finished with 
you. You won’t have time to work again.” (Wrestler) 
 
“There’s nothing you can- if you have been blocked, there is nothing you can do, there’s 
nothing you can do” (Skater) 
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APPENDIX B: PARTICIPANT CONSENT FORM 
 
 
 
 
 
Dear Participant 
 
My name is Amy-Mbali Bands. I am currently doing my Master’s degree in Industrial 
Psychology at the University of Johannesburg. I am required to conduct a research project 
(minor dissertation) as part of the degree requirements. The research is titled: “Deviant 
Impression Management Behaviours in the Taxicab Industry.” My research focuses on the 
app-based taxicab industry, specifically things you have done yourself or seen other drivers 
or clients do, that may go against the rules, but are done because it helps you to get the job 
done.  
I would like to invite you to participate in my study. I have been given permission to conduct 
the research by the University of Johannesburg.  
 
What I need from you 
I request your participation in an interview (conducted by myself) that will not take longer 
than 1 hour.  
 
My information as well as the information of my supervisor appears below. Should you have 
any queries or concerns, please feel free to contact us. 
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Thanks and kind regards, 
 
Amy-Mbali Bands (Student)      Ms. Lusanda Sekaja (Supervisor) 
0724491722       011 559 3405 
amyannabella@me.com      lsekaja@uj.ac.za 
 
I, ________________________________ hereby consent to being interviewed by Amy-
Mbali Bands for her study exploring deviant behaviours of taxicab drivers. I understand that: 
• My participation is voluntary 
• I do not have to answer the questions, should I choose not to 
• I am free to withdraw from the study at any time 
• My identity and the information I supply in the interview will be confidential 
• I will be referred to by a pseudonym or fake name in the research, publications, and 
presentations 
• There are no benefits or risks associated with the study 
• Quotes from your interview will be used but will not be linked/traced back to you 
• My interview will be recorded 
• The audio recordings will be stored on a password protected computer and 
transcriptions will be kept in a locked cupboard 
 
Signature: ________________________________ 
Signed at: ________________________________on this_______day 
of______________________ 20___. 
